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FUNDAMENTALS OF MARKETING 



SUGGESTED TEXTBOOK RESOURCES; 



MARKETING PRACTICES AND PRINCIPLES by Mason, Roth and 
Ross. Gregg Division/McGraw-Hill Book Company, 3rd 
Edition, 1980. 

RETAILING PRINCIPLES AND PRACTICES by Meyer, Haines and 
Harris. Gregg Division/McGraw-Hill Book Company, 7th 
Edition, 1982. 

(Car) = OCCUPATIONAL MANUALS & PROJECTS IN MARKETING: 
CAREERS IN MARKETING by Bikkie. Gregg Division/McGraw- 
Hill Book Company, 2nd Edition, 1978. 

(Comm) - OCCUPATIONAL MANUALS & PROJECTS IN MARKETING: 
COMMUNICATIONS IN MARKETING by Rowe. Gregg Division/ 
McGraw-Hill Book Company, 2nd Edition, 1978. 

(CS) = OCCUPATIONAL MANUALS & PROJECTS IN MARKETING: 
CREATIVE SELLING by Ernest. Gregg Division/McGraw-Hill 
Book Company, 2nd Edition, 1978. 

(ECON) OCCUPATIONAL ?4ANUALS & PROJECTS IN MARKETING: 
THE ECONOMICS OF MARKETING by Klaurens. Gregg Division/ 
McGraw-Hill Book Company, 2nd Edition, 1978. 

(HR) OCCUPATIONAL MANUALS & PROJECTS IN f4ARKETING: 
HUr^AN RELATIONS IN MARKETING by Hiserodt. Gregg Division/ 
McGraw-Hill Book Company, 2nd Edition, 1978. 

(MATH) « OCCUPATIONAL MANUALS & PROJECTS IN MARKETING: 
MATHEMATICS IN MARKETING by Logan and Freeman. Gregg 
Division/McGraw-Hill Book Company, 2n Edition, 1978. 

(MERCH) = OCCUPATIONAL MANUALS & FROJECTS IN I4ARKETING: 
MERCHANDISING by Dorr, Richert, Meyer- and Haines. Gregg 
Division/McGraw-Hill Book Company, 2tv& Edition, 1978, 

(SYOB) « OCCUPATIONAL MANUALS & PROJECTS IN MARKETING: 
STARTING YOUR OWN MARKETING BUSINESS by Ely and Barnes. 
Gregg Division/McGraw-Hill Book Company, 2nd Edition, 
1978. 



OMPM (W&PD) = OCCUPATIONAL MANtIi\LS & PROJECTS IN lllARKETING; 

WHOLESALING AND PHYSICAL DISTRIBUTION by Ertel and Walsh. 
Gregg Division/McGraw-Hill Book Company, 2nc3 Edition, 
1978. 




bVTYt 080001A - COMMUNICATIONS IN MARKETING 
AOOl: Define feedback. 




A002: 



A003; 



A004: 



A005: 



A006: 



A007: 



A008: 



A009! 



AOlO 



OMPM (Comm) , Ch, 1, p. 1 
List types of feedback. 

OMPM (Comm) r Ch. X, pp. X-2 
Explain feedback effect on human behavior. 

RPP, Ch. 13 r pp. 102-103 
Speak in a businesslike manner. 

OMPM (Comm), Ch. 1, pp. 9-12 
Use proper listening skills. 

OMPM (Comm), Ch. 2, pp. 17-26 
Use the telephone in a business-like manner. 

OMPM (Comm) r Ch. 4, pp. 51-54 

Use body language to help convey feelings in spoken 
communication. 

OMPM (Comm), Ch. 3, pp. 36-37 
Read and understand written communications. 

OMPM (Comm), Ch. 6, pp. 73-81 
Complete letters, forms, reports, and memorandums. 

OMPM (Comm), Ch. 7, pp. 92-99 

Describe the importance of reading current business 
news media. 



RPP, Ch. 16, p. 125 




kl 



DDTY: 080 00 IB - ECONOMICS AND MARKETING 

BOOls Identify statements that best describe marketing. 

MPP, Ch. If pp. 2-7 
B002s Explain the importance of marketing in our economy. 

MPP, Ch. 3, pp. 22-26 

B003 : Recognize that economic goods are the products and 

services offered to meet consumer needs and wants. 

MPPf Ch. 18, pp. 182-184 
BO 04; Define Economics as a process. 

MPP, Ch. 3, p. 22 
BOOS: Identify economic activities. 

MPP, Ch. 3, pp. 24-25 

B006: Explain the importance of economics. 

MPP, Ch. 18, pp. 187-188 
OMPM (Econ), Ch. 1, pp. 1-2 

B007: Identify three major types of economic resources. 

OMPM (Econ), Ch. 1, pp. 1-2 

BOOS: Identify examples of economic resources according 

to major type. 

OMPM (Econ) , Ch. 1, pp. 1-2 
B009: Explain the meaning of private free enterprise. 

MPP, Ch. 3, p. 24 
BOlO: D<*scribe the different types of business ownership. 

MPP, Ch. 3, pp. 26-28 

BOll: Compare and contrast the three major economic 

systems, 

RPP, Ch. 35, pp. 278-279 
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B012: 




B013: 



B0I4 : 



B015: 



B016: 



B017: 



B013: 



B019: 



B020: 



B021: 




Identify the characteristics and values of 
capitalistic f social isticr and communistic 
economic systems. 

RPPr Ch. 35, pp. 278-279 

Define profit. 

MPP, Ch. 3, p. 26 

Identify elements that need to be accounted for 
before a profit can be made. 

MPP, Ch. 3r pp. 25, 401-406 

Explain why profit is an essential part of the 
private free enterprise system. 

MPP, Ch. 3, p. 26r 401-406 
OMPM (Econ) , Ch. 3, p. 35 

Define supply and demand. 

MPP, Ch. 18, pp. 187-188 
Distinguish between buyer »s and seller's markets. 

RPP, Ch. 64, p. 513 

Describe the influences and interactions of supply 
and demand. 

MPP, Ch. 18, pp. 187-188 

Identify that the market price of a product is based 
on what a consumer is willing to give and what a 
seller is billing to take. 

MPP, Ch. 18, pp. 188-189 

Identify the effects of competition on buyers and 

MPP, Ch. 18, pp. 186, 240, 261 

Explain why competition is important to the success- 
ful functioning of a private free enterprise 
system. 

MPP, Ch. 3, pp. 24-25 
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B022: Define marketing functions. 

MPP, Ch. 2, pp. 

B023s Explain the functions involved in marketing products 

and services. 

MPPr Ch. 2f pp. 1-4 

B024: Define the meaning of a market for a product. 

MPP, Ch. 5, pp. 44, 53 

B025: Describe how a market for a product can be 

identified. 

MPP, Ch. 5 & 6, pp. 45, 53-56 

B026: Identify demographic characteristics that wuld 

compose market segments for particular procucts. 

MPP, Ch. 5 & 6, pp. 45-56 
B027: Define channel of distribution. 

MPP, Ch. 24, pp. 252-253 
B028: Describe two basic types of d^* stribution. 

MPP, Ch. 24, pp. 253-257 

BQ29: Describe the functions? performed by channel 

intermediaries. 

MPP, Ch. 24, pp. 253-255 
B03C; Explain the meaning of integrated distribution. 

MPP, Ch. 25, p. 265 
B031: Define Gross National Product. 

MPP, Ch. 2, p. 11 
B032: Identify components of GNP calculations. 

MPP, Ch. 2, p. 11 

B033s Explain why the U.S. GNP has continued to grow. 

MPP, Ch. 2, pp. 11-14 
OMPM (Econ) , Ch. 3, p. 42 

9 
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DUTY: 080001C - EMPLOYMENT AND ADVANCEMENT 
COOls Identify personal occupational requirements. 

MPP, Ch. 4, p. 33 

C002: Describe entry-level marketing jobs available in 

most communities. 

MPP, Ch, 4, pp. 30, 32, 35 

C003: Identify possible advancement patt erns 

OMPM (Car) , Ch. 2, p. 20 

C004J Idei.tify a tentative marketing occupational 

interests 

MPP, Ch. 4, p. 33 

COOS: Develop a confident attitude toward participating 

in an employment interview. 

OMPM (Car) , Ch. 10, p. 147 

C006: Meet the standards of appearance and behavior 

required for the interview, 

OMPM (Car), Ch. 10, p. 147 

C007: Complete a personal resume. 

OMPM (Car) , Ch. 10, p. 144 

0008: Complete employment application forms for marketing 

employment. 

OMPM (Car), Ch. 10, pp. 147-149 

COOS: Recognize the purposes and types of employinent tests 

and general guidelines for taking them. 

RPP, Ch. 6, p. 42 

COlO: Complete a personal interview and follow-up. 

OMPM (Car), Ch. 10, p. 149 
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coil: Explain the importance of rules and regulations in 

a business. 

OMPM (SYOB), Ch. 4, pp, 54-56 
C012: Describe desirable work habits. 

OMPM (Car), Ch. 2, pp. 21-22 
C013: Explain gross pay and net pay. 

OMPM (Math), Ch. 8^ p. 133 

C014! Identify ways of tyiny school and work experiences 

together . 

MPFr Ch. 13, pp. 133-134 
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DOTY: 080001D - HOMAN REtATIONS IN MARKETING 
DOOX: Define human relations. 



D002: 



D003: 



D004: 



D005: 



D006: 



D007: 



D008: 



D009: 



DOlO: 



O^^PMr (HR) , Ch. 1, p. 1 

Identify the prominent human relationships in 
marketing businesses. 

OMPM, (HR) , Ch. 1, pp. 1-2 

Identify the importance of self-understanding in 
establishing effective human relationships. 

OMPM (HR) , Ch. 2, pp. 23-25 

Analyze personal interests ^ aptitudes r traits, 
abilitieiar and attitudes. 

mp, Ch. 4, p. 33 
Identify personal strengths and weaknesses. 

RPP, Ch. 14, pp. 106-111 
Describe the importance of a positive self-image. 

OMPM (HR), Ch. 2, ppc 21-22 

Identify resources for self-understanding. 

MPP Ch. 4, p. 33 

OMPM (HR) , Ch. 2f p. 24 

Develop a plan of short and long-term goals. 

OMPM (HR) , Ch. 2, pp. 24-25 

Develop harmonious professional relationships with 
Co-workers, supervisors, and managers. 

OMPM (HR), Ch. 5, pp. 57-69 

Develop relationships with customers that will 
favorably represent a business. 

MPP, Ch. ?2, pp. 333-335 
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DUTYs 
EOOl: 



E002: 



E003: 



B004; 



E005: 



E006: 



E007: 



E008: 



E009: 



EOlO: 



EOll: 



080001E - MARKETING OPERATIONS 

Perform addition and subtraction applications in 
marketing* 

OMPM (Merch)f Ch, 2, pp. 22-23 

Perform multiplicaiton and division applications in 
marketing. 

OMPM (Merch)r Ch. 1, pp. 24-25 

Perform fraction and percentage applications in 
marketing. 

OMPM (Merch), Ch. 2, p. 24 

Calculate correct prices of products or services 
and total amounts of purchase. 

OMPM (Merch) , Ch. 6, p. 82 

Handle various types of payment for purchases. 

OMPM (Math), Ch. 3, pp. 41-42, 48 

Handle returns for exchange, cash refunds, or charge 
credit. 

RPP, Ch. 30, pp. 239-240 
Handle COD and layaway sales transactions. 

RPP, Ch. 28, pp. 222-223 
Explain importance of inventory control. 

RPP, Ch. 39, pp. 307-308 
Explain the term perpetual inventory. 

RPP, Ch. 39, pp. 311-313 
Explain the procedures of a physical inventory, 

RPP, Ch. 39, p. 310 
Explain the importance of pricing. 

MPP, Ch. 18, pp. 181-185 
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E012: 



E013: 



E014: 



E015: 



E016J 



Define the terminology used in pricing. 

MPP, Ch. 19, pp. 195-197 
Calculate markup and markdowns. 

RPP, Ch. 41, pp. 323-324 
Arrange currency and coin in cash drawer. 

RPP, Ch. 28, pp. 223-224 

Maintain proper amount of cash in appropriate 
denominations in cash drawer. 

OMPM (Math) Ch. 3, p. 43 

Balance cash drawer against cash register reading 

OMPM (Math), Ch. 3, pp. 49-50 
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DOTY: 080001F - MARKET PIANNING 

FOOl: Explain the marketing concept 

MPPr Ch. 2, p. 13 

F002: Explain historical development in business that led 

to the adoption of the marketing concept. 

MPP, Ch, 2, pp, 12-13 

F003: Give examples of the marketing concept in action. 

MPP, Ch. 2, pp. 12-16 

F004: Explain the role that product/service planning 

activitives play in a company's success in the 
marketplace. 

MPP, Ch. 14, p. 140 

FOOSj Identify factors that influence product/service 

planning. 

MPP, Ch. 14, pp. 140-143 

F006: Identify the methods of gathering primary marketing 

data, 

MPP, Ch. 12, pp. 118-122 

F007: Apply one or more of the methods to gather primary 

data. 

MPP, Ch. 12, pp. :i8-122 

F008: Explain the difference between the total market 

approach and the segmentation approach to product 
planning. 

MPP, Ch. 6, pp. 53-54 

F009: Cite examples of specific products/services and 

their target markets. 

MPP, Ch. 6, pp. 54-56 

FOlO: Identify the functions of packaging to meet the 

needs of specific marketing. 

MPP, Ch. 16, pp. 161-162 
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Define product line and product mix. 

MPP, Ch. 14, pp. 141-142 
Identify the stages of the product life cycle. 

MPP, Ch. 14, pp. 146-147 
Explain the steps in product development. 

MPP, Ch. 14, pp. 142-146 




POllj 
P0125 
F013: 



DLfYj 080001G - PHYSICAL DISTRIBOTION 

GOOl: Accurately check shipment or items against a packing 

slip. 

OMPM (W&PD) , Ch. 8, pp. 104-105 
G002j Handle incorrect amounts or types of goods. 

OMPM (W&PD) , Ch. B, p. 106 
GO03 5 Mark prices on various types of goods. 

OMPM (W&PD) , Ch. 8, pp. 109-110 

G004 : Identify housekeeping duties in connection with 

proper stock care. 

OMPM (W&PD) , Ch. 9, pp. 117-119 

G005: Exercise precautions with store equipment to prevent 

accidents. 

OMPM (W&PD) , Ch. 9, p. 123 

G006; Exercise precautions with stock to prevent 

accidents. 

OMPM (W&PD) , Ch. 9, pp. 118-119 

G0C7: Identify importance of preventing stock shrinkage. 

OMPM (W&PD) , Ch. 9, p. 125 
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080001H - SALES PROMOTION 

HOOls Identify the major advertising media used to promote 

sales. 

MPPr Ch. 28r pp. 291-295 

H0022 Identify the basic types of displays used to promote 

sales. 

MPPr Ch. 31, pp. 324-327 

H003; Identify the special promotion activities used to 

promote sales. 

MPF, Ch. 31, pp. 320-324 

H004: Identify how sales promotion benefits the marketing 

business, employee, and consumer. 

MPP, Ch. 31, p. 320 

H005: Identify the major elements of a print or broadcast 

advertisement. 

MPP, Ch. 30, p. 315 

H006: Read newspaper advertisements to keep informed of 

the advertising done by a business and its 
competition. 

MPP, Ch. 30, p. 311 

H007: Recognize broadcast promotions by a business and its 

competition. 

MPP, Ch. 62, pp. 503-504 

H008: Read current promotion material sent out to 

comsumers by a business and its competitors 
(ex. catalogs, manufacturers* brochures, etc.) 

MPP, Ch. 30, p. 316 

H009: Identify the cost of various advertising media. 

MPP, Ch. 29, p. 307 

HOlO: Identify the importance of visual merchandising as 

it applies to a business* image. 

MPP, Ch. 31, pp. 324-325 
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HOll: Select appropriate, seasonal, and timely display 

Inerc.h^^(aise. 

MPP, Ch. 31, p. 326 

B012: Design displays considering the basic elements of 

display arrangement. 

RPP, Ch. 46, pp. 364-367 

H013: Plan location of displays. 

MPP, Ch. 31, pp. 326-327 
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0800011 - SELLING 

Identify how to analyze customer needs and wants. 
RPP, Ch, 23, p. 181 

Identify how to determine the buying motives of 
customers and then appeal to them. 

RPPf Ch. 42 r pp. 333-334 

Approach the customer and begin the sale. 

MPPr Ch. 34 r pp. 347-349 

Present the features and benefits of a product or 
service. 

MPP, Ch. 34, pp. 349-351 
Overcome customer's objections and excuses. 

MPP, Ch. 34, pp. 352-353 
Close the sale. 

MPP, Ch. 34, p. 353 
Follow-up to service the sale. 

MPP, Ch. 34, pp. 353-354 
Identify sources of product or service knowledge. 

MPP, Ch. 33, pp. 343-344 

Use information on tags, labels, stamps, wrappers, 
etc. to help the customer buy intelligently. 

MPP, Ch. 16, pp. 166-167 

Convert product or service knowledge into selling 
points. 

MPP, Ch. 34, pp. 350-351 

Compare goods or services favorably with competing 
products or services, 

OMPM (CS) , Ch. 4, pp. 53-55 



1520 



1012? Suggest advertised product or services needed from 

one's own company that might satisfy customer's 
needs . 

OMPM iCS) , Ch. 3, pp. 33-35 

1013: Coordinate products or services with related items 

in an attempt to increase the amount of sale. 

MPP, Ch. 34, pp. 351-352 

1014: Suggest larger quantities, higher priced goods, and 

additional goods in an effort to increase the 
average sale. 

RPP, Ch. 45, p. 355 

1015: Identify the various types of selling besides 

retailing that takes place in marketing. 

MPP, Ch. 33, pp. 340-342 
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DOTY; 08001A - COMMUNICATIONS IN MARKETING 
AOOlj Communications in marketing involves s 

A, A receiver 

B, A sender 

C, A means of transmitting 
*D. All of the above 

AOOl: The total communications process is complete when; 

*A. The first sender has received feedback. 

B» The sender transmits his/her message. 

C. The receiver hears the message. 

D. The first sender transmits their second 

message. 

AOOl: Feedback can be defined as: 

A. A response to a stimuli 

Sending a message back 
C. Part of one-way communication 
*D. Both A and B 

A002; Feedback can be found in which formCs)? 

A. Verbal 

B* Non-verbal 

C. Written 

D. Both A and B 

A002j The most effective form of feedback is verbal. 

(answer: true) 

A003: One way to ensure real understanding is to give 

immediate feedback, (answer: true) 

A003: When you hear something that makes you anxious, 

excited or angry, you should block out all of 
the message that is making you feel that way. 
(answer: false) 

A004: Which of the elements below are most important in 

business communication? 

*A. Clarity, accuracy 

B* Brief, clarity 

C. Accuracy, colorful 

D, Colorful, brief 
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A004: 



When speaking in a businesslike manner r accuracy 
means ; 



A004: 



A005 



A005: 



A005: 



A, Clearness or lucidity 
*B. Correct and complete as possible 

C, Appropriate 

D. Colorful 

Which statement below is the mo'^t correct foe 
speaking in a businesslike manner? 

A. Almost half of the customers prefer Pete's Ice 

Cream. 

B. A reasonable percentage of the customers 

prefer Pete's Chocolate Ice Cream. 

C. Forty two percent of the customers said they 

did not object to the taste of Pete's Ice 
Cream. 

*D. Forty two percent of the customers surveyed 
said they did not object to the taste of 
Pete's Chocolate Ice Craam. 

Which statement best defines listening? 

A. Hearing sounds 

B. being aware of sounds 

C. Paying attention to sounds 

Paying attention to the meaning of the sounds 

Which of the following IS. HQS a basic rule of 
active listening? 

A. Listen with empathy 

B. Listen carefuly 
*C. Be petti ent 

D. Have an open mind 

Which of the following is not a good guideline for 
small group listening? 

A. Minimize interruptions 

B. Listen for the name 

C. Be p&tient 

*D. All of the above are good guidelines 
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A006 5 




When using propet business etiquette on the 
telephone # you should: 

A. Talk at ^ norincl pitch 

B. Hold the phone about one inch from your 

C. Talk m a loud tone 
*D. Both A and B 



A006: 



It is important to have good listening skills on 
the telephcae because a marketer may be required 
tos 



A007; 




A007: 

A007: 
A008: 



A008: 



A. Handle complaints 

B. Take messages 

C. Record orders 
*D. All of the above 

Body and facial movement may communicate a great 
deal about; 

A. Peelings 

B. Emotions 

C. Reactions 

*D, All of the above 

Sometimes people make body or facial movements 
without realizing they are doing so. 
(answer: true) 

A marketer's gestur's will not affect the sale of 
a product, (answer: false) 

Which of the following is a type of reading a 
marketer may use? 

A. Intense reading 

B. Skimming 

C. Scanning 

*D. All Of the above 

How many factors determine the speed at which a 
marketer reads. 



A. 
B. 
*C. 
D. 



Two 
One 
three 
Five 
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The SQ3R forroula for reading and understanding 
refers to: 



*A. Skim, question, read, recalls review 

B. Scan, question, recall, read, review 

C. See, question, relate, response, read 

D. Skim, quick, recent, relate, read 

A009: When dealing with business letters, a rough draft 

is : 

A. A letter to a secondary customer 

B. An office memo 

*C. The preliminary version of a written 
communication 
D. The basic format 

A009: A business letter may include all of the following 

EXCEPT: 

A. A subject line 

B. A company signature 

C. A copy notation 

*D. hZl of the above may be included 

AQ09: Which statement about memorandums is correct? 

*A. Printed memo forms vary to suit the require- 
ments of individual companies. 
B. The information contained in memos does not 

deal with company policy or procedures. 
Co All company memo forms measure 8 1/2 by 11 
inches . 

D. When using carbon tissues, they should all be 

the same color. 

AOlO: Marketers can learn a gre.^t deal about consumer 

needs and wants by studying research reports 
found in trade journals. (answer: true) 

AOlO: Which of the following publications would NOT be 

of much help to the marketer in his/her business? 

A. Advertising Age magazine 

B. Sales and Marketing Management magazine 
*C. Omni Magazine 

D. Fortune magazine 
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DUTY: 
AOOl: 



AOOI2 



08001B - ECONOMICS AND MARKETING 

is the total process of moving, 

handling r and storing goods on the way from the 
producer to the consumer. 

A, Marketing 
*B. Distribution 

C, Production 

D. Retailing 

is all the activities that take 

place to put the goods and services people want 
into their hands. 



*A. Marketing 

B. Consumer 

C. Distribution 

D. Products 

E. Retailing 



B002 




BC02 



B003 



An economic system must decide: 

A. What goods and services should be produced 

B. How they should be produced 

C. How they should be distributed 
*D. All of the above 

The climate of a modified free-enterprise system 
gives people: 

A. A sure way of success 

*B. The right to open their own business 

C. The safety of government ownership 

D. All of the above 

Economic goods are; 



B003: 




*A. The products and services offered to meet 
consumer needs and wants. 

B. Products that are sold to be used without 

further processing. 

C. Goods that are used in producing other goods. 

D. All natural resources that are available. 

E. All of the above. 

Economic goods are goods that have utility and 
require human effort to bring then to market, 
(answer: true) 
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The way a nation chooses to use its resources 
both manufactured and natural, to produce and 
market goods and services is; 

A. An economic system 

B. An economy 

C. Government regulations 
*D. Both A and B 
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Productive resources in the economic process refer 
to : 

*A. Labor force 

B. ^ages and salaries 

C. Trucks and trains 

D. Products sold to the final consumer 

is the struggle of each business 



to obtain a share of the market. 



BOOS: 



A. Ownership 
*B. Competition 

C. Risk 

D. Production 

An economic system must decide how to produce 
efficiently, making the best use 



of its. 



A. Resources, goods 

B. Services, goods 

C. Goods, services 
*D. Goods, resources 
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Economics deal with the way in which consumer 
are satisfied or fulfilled 



A. 
B. 
C. 
*D. 



Needs 
Wants 
Profits 
Both A and B 
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Economics has to deal with the situation that human 
(consumer) wants are - 



A. Limited 

B. Seasonal 
*C. Unlimited 

D. All of the above 
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Which of the following are major types of 
economic resourc&s? 

A. hand, planes r money 

B. Capital, money r trucks 
*C. Labor, land, capital 

D. Money, labor, tools 

land, and 



^re three 



major economic resources. 

A. Entrepreneurs, labor 

B. Money, entrepreneurs 

C. Goods, services 
*D. Labor, captial 

Which of the following is a 
resources? 

A. Trees 

B. River.~^ 

C. Gas 

*D. All of the above 



xample of land 
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Looking at capital as an economic resource, 

would be a good example of capital. 

A. Money itself 

B. Money as a production tool 

C. Factories 
*D. Both B and C 

Private free enterprise gives the person the 
ability to: 

*A. Become an entrepreneur 

B. To work for the government 

C. Work without competition 

D. Assure themselves of a profit. 

Which of the following elements IS. SOS a 
characteristic of private free enterprise. 

A. Risk 

B. Profit 

C. Competition 
*D» Partnership 
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A business that is owned and operated by its 

customers is a • In comparison r 

a business with many owners that operates under 
a government charter is a . 



A, 
B. 
*C. 
D. 



Corporation, cooperative 
Sole proprietorship, partnership 
Cooperative, corporation 
Partnership, sole proprietorship 



A business owned by two or more people is a 

r while a business owned by one 



person is a 



A, 
*B. 
C. 
D. 



Partnership, cooperative 

Partnership, sole proprietorship 

Corporation, partnership 

Corporation, sole proprietorship 



The Soviet Unions* Communistic economy does not 
consider consumer likes and dislikes when making 
economic decisions. (answer: true) 

In the Americm private free enterprise system the 
bu~iness person does not have to deal with 
government if they don't want to. 
f answer: false) 

The circular flow in the free market economies is 
made up of six main groups of people, 
{answer: false) 

In a communistic economy, like that cf the Peoples* 
Republic of China, they use government policies 
to decide who gets certain goods and services, 
(answer: true) 

The most important, related goal to profit is: 

A. Modifying your operation 

B. Pricing 

*C. Satisfying customers 
D. Eliminating risk 

is the amount left from sales 



income after all expenses have been deducted. 



*A. Profit 

B. Gross margin 

C. Investment 

D. Net loss 
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Which of the following is an element that needs to 
be accounted for before a profit can be made* 

B, Competition 

C. Ownership 

*D. None of the above 

Sales income and business expenses are both 
elements that need to be accounted for before 
you can make a . 

A. Marketing plan 

B. Service 

C. Product 
*D. Profit 

Profit shows its importance to the private free 
enterprise system by: 

A. Indicating approval by the customer. 

B. Allowing the expansion of production capacity. 

C. Allowing the operation to stay in business. 
*D. All of the above. 

When a business is operated efficiently and 
customers want its products and services , the 
business : 

*A. Will make a profit 

B. Has eliminated risk 

C. Has eliminated competition 

D. Will sustain a loss 

Supply and demand are important economic factors 
that influence 

*A. Price 

B. nreak-even point 

C. Ownership 

D. Fashion appeal 

The quantity of a product offered on the market at 
a specific price is called: 

A . Demand 

*B, Supply 

C. Break-even point 

D. Price 
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A. 
*B. 
C. 
D. 

A 



market is one in which the 

purchasers of products and services are in 
control because the supply exceeds the demand for 
a product. 

Sellers 
Buyers 
Stock 
Bconomic 



market is one ■'..a which the holders 



of a product are xn control be^..ase the demand 
exceeds the supply of the product. 

*A. Sellers 

B. Buyers 

C. Farmers 

D. Economic 

An increase in price will usually cause the supply 
of a product to: 

A, Remain the same 

B. Decrease 
*€• Increase 

None of the above 

An increase in price will usually cause the demand 
for the product toj 

*A. Decrease 

B, Remain the same 

C, Increase 

D, None of the above 
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Which of thCf following are goals that a company 
strives to obtain through their pricing 
policies? 

To obtain a specific share of the market. 

B. To achieve a specific return from sales. 

C. To meet competition 
*D. All of the above 

is a method of pricing that 



involves setting price levels according to the 
rate of profit that a company wants. 

*A. Target return 

B. Meeting competition 

C. Return on investment 

D. Obtaining market share 
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There will be no profit made if the marketer's 

decisions about what and 

people want to buy are 

Incorrect. 

A, Prices f payments 
*B. Goods# service 

C, Labor r capital 

D. None of the above 

Competition will have strong effects on both 
buyers and sellers, (answer: True) 

Competition in a private free enterprise system is 
important because: 

A. It forces business to constantly improve their 

goods and services. 

B. Without itf business could offer you a minimum 

of services. 

C. It is a check and balance system. 
*D. All of the above 

The struggle of each business in a private free 

enterprise system is to obtain . 

This struggle is known as competition. 

*A. Market share 

B. Low risk 

C. Free ownership 

D. A little profit 

Which of the following IS ^OT one of the 
activities involved in marketing? 

A. Exchange activities 
*B. Production 

C. Facilitating activities 

D. Physical distribution 

When working within the functions of marketing, 

the marketer must consider both the 

and the 

A. Production, customer 

B. Production, consumption 
♦C. Product, customer 

D. Time utility, cost 
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The marketing mix is made up of 
elements. 



B023j 



B024; 



A. 
B. 

C. 
*D. 



S 
3 
2 
4 



Which of the following IS SQ£ an element of 
the marketing mix? 



B. 
C. 
D. 



Pride 
Product 
Price 
Place 



is all of the potential customers 



for a product or service or group of products 
or services. 

\. Household 

B. Age group 

C. Population 
*D. Market 
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There are two types of markets: the _ 
market f and the market. 



A. 
*B. 
C. 

D. 



Servicer goods 
Industrial, consumer 
Food, general merchandise 
None of the above are markets 



Some of the decisions made about a consumer market 
are based on: 



A. 

B. 

C. 
*D. 



The size and characteristics of the 
population. 

The amount of money people have available to 
spend • 

The way people spend their money. 
All of the above. 



Some of the characteristics of population that 
should be considered are: 

A. Size 

B. Births 

C. Deaths 

*E. All of the above 
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The division of a total market into groups accord- 
ing to customer needs and characteristics is 
called. 

*A. Market segmentation 

B. Consumer market 

C. Industrial market 

D. Supermarket 

Children, teen-age, young-adult, middle-age, and 
over-65 markets are market divisions based on: 

A. Income level 
*B. Age 

C. Sex 

D, Geographical location 

A ^ includes the firms 

involved with the ownership and possession of 
goods and services from the point of production 
to delivery to the consumer or industrial user. 

A. Integrated distribution 
*B. Channel of distribution 

C. Selected distribution 

D. Train distribution 

Transportation companies and independent ware- 
houses ship and store goods on their way to 

market, but they NQ*? 

or them. 

*A. Own, control 

B. Own, take possession 

C. Manufacturer, move 

D. None of the above are correct 

The manufacturer to consumer channel of distri- 
bution is characterized by: 

A. Sales to wholesalers 

B. Sales to agents but no ownership transfer 
*C. No middlemen involved 

D. Both A and 3 

Manufacturer to wholesaler to retailer to 

consumer is the most frequently used channel of 
iistribution. (answer: true) 
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B029: The agent intermediary: 

A. Does not take possession or ownership of the 

goods. 

B. Brings the buyer and seller together. 

C. Only deals with meat goods. 
*D. Both A and B 

^^29 J handles sales and shipments to 

retailers in their regions. 

A. Agents 

B. All middlemen 
*C. wholesalers 

D. Retail managers 

^02° ? is the form of distribution 

in which manufacturers act as their own 
retailers or wholesalers: 

*A. Integrated distribution 

B. Selective distribution 

C. Intensive distribution 

D. Exclusive distribution 

B030: An advantage of integrated distribution is: 

A. The company can maintain control over the 

display of their products. 
3. The company can maintain control over selling 

techniques used with its products. 

C. The company can control the storage of its 

IT ^^^^21 \JIL ^ 

*D. All of the above. 

B031: The total value of the production of goods and 

services in the nation over a specified period 
(usually one year) is: 

A. Gross net product 

B. Gross national production 
*C. Gross national product 

D. Growing net product 

B031: Production is so important that we measure the 

health (GNP) of our entire economy by the amount 
of each year. 

A. Meat and eggs produced 

B. Goods produced 

C. Services produced 

*D. Goods and services produced 
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when calculating GNP, imports into the economy 
must be taken into consideration, 
(answer: false) 

One element of GNP is the production of wheat in 
the O.S. (answer: true) 

Economic growth is a direct result of: 

*A, Capital investment 
6. Marketing 

C. Advertising 

D. Merchandising 

The O.S. GNP has continued to grow because of 

. that encourage the 

entrepreneurs to invest capital into the system. 

A. Government laws 

*B. Profit motive:* 

C. Social motives 

D. Trade deficits 
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080001C - EMPLOYMENT AND ADVANCEMENT 

Success in marketing requires , 

skills, and the right personal attitudes. 

*A. Knowledge 

B. Pride 

C. Connections 

D. Training 

The first personal occupational competency that is 
acquired and developed is: 
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A. 
*B. 
C. 
D. 



Marketing competency 
Social competency 
Technology competency 
Economic competency 



The marketing cluster contains occupations 
available in most communities that range from 

entry-level to that of of 

a marketing organizatioru 

A. Vice-president 

B. Director 
*C, President 

D. Manager 

The marketing subclusters identify what about 
marketing jobs. 

A. Typical jobs 

B. Salary range 

C. Nature of work 
*D. Both A and C 

A typical pattern of advancement within a comoany 
requires additional education. This coul'J be 
received through: 

A, Night school 

B, On-the-job training 

C, Company financed schooling 
*D. All of the above 

The only way to advance m your career is through 
the company with which you get your first job 
(answer: false) 
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To select a career that is both interesting and 
challenging^ you roust first determine: 

A. Your interest 

B. ?our abilities 

C. Your connections 
*D, Both A and B 

Which of the following questions would be helpful 
in determining your tentative marketing 
occupational interest? 

A. What kind of work do you do well? 

B. what special interest do you have? 

C. What special skills do you have? 
*D. All of the above 

The best way to develop self-confidence toward 
participating in an interview is to: 

*A. Be prepared 

B. Get there early 

C. Wear something comfortable 

D. Talk to the secretary 

To help build your confidence when preparing for 
an interview, you should: 

A. Have any material you may need 

B. Be well groomed 

C. Be suitably dressed 
*D. All of the above 

When chjosing what to wear to your interview, a 
good rule of thumb is to: 

A. Wear something casual. 

B, Wear something extreme, so as to make an 

impression. 

*C. Wear the most conservative clothes you own. 

D. Wear what you like best. 

If you feel shy in the interview, you should: 

A. Cov^r it up by being brash. 

B. Make exaggerated efforts to appear at ease. 

C. Ask to leave and come back at a better time. 
*D. Admit openly to the interviewer that you are 

nervous. 
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your resume neatly 



You should ^ 

on a single page. 

*A. Type 

B. Print 

C. Write 

D. Any of the above 

when preparing a number of resumes you should have 
a fev good reproductions made or: 

A. Neatly write out copies 

B. ase carbon paper 

*C. Type each copy separately 
D. Neatly print out copies in ink 

When filling out an employment application you 
should J 



A. Take your time 

8. Write or print carefully 

C. Ask for two forms, in case you make a mistake 

*D. Both A and B 
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Most application forms ask you to state the salary 
you expect, you should: 

A« Write down the largest amount you can get away 
with. 

B. Write usual rate. 

C. Write what you think is fair. 
*D. All except A 

Employment tests that deal with manual dexterity 
attempt to measure: 

*A. The ability to use one's hands skillfully 

B. The ability to reason well 

C. The ability to get along with others 

D. The ability to work with numbers 

Test of clerical ability, such as number matching, 
may be given to applicants for nonselling 
positions, (answer: true) 

By writing a short note to the interviewer , after 
the interview, that expresses your interest in 
the job, just might: 

A. Make them mad 

B. Seem to pushy 

*C. Get the results you want 
D. None of the above 
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Writing a follow-up note will^ in roost cases, 
create a impression. 

A* Pushy 
*B. Favorable 
C • Poor 
D» So-so 

when refering to regulations (policies) in your 
price lines, your pricing policy should refleci.: 

A. The value which customers expect to receive 

B. Tour location 

C. The image you wish to establish. 
*D. All of the above 

your policy statements concerning products should 
describe the: 

A. Quality 

B. Variety 

C. style of your competition 
*D. Both A & B 

The habit of not can earn you an 

undeserved reputation for stupidity on the job. 

A. Talking 
*B, Listening 

C. Working 
0. Grooming 

Good work habits and working hard are really a 
matter of simple . 

*A. Honesty 

B. Loyalty 

C. Caring 
Habits 

- is obtained by subtracting an 

employee's total deductions from total earnings. 

A. Gross pay 
*B. Net pay 

C. Monthly pay 

D. Bonus pay 

Total earnings and gross pay mean the same thing, so 
total deductions and net pay mean the same thing, 
(answer: false) 
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One way of tying school and work experiences 
together is through: 



A. DECA 

B. Creative marketing projects 

C. Individual competency based events 
*D. All of the above 

C014: Working on a DECA written event somatimes involves 

marketing research data. This might mean using 
data gathered from primary sources such as: 

A. Government publications 

*B. Actual marketing situations 

C. Research companies 

D. None of the above are primary data sources. 
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Human relations is defined as: 

A. The science of human behavior 

*B. The art of getting along with others 
C The art of listening to others 
D. The science of human development 

Psychology is defined as? 

*A, The science of human behavior 

B. The art of getting along with others 

C. The art of listening to others 

D. The science of human development 

In marketing/ human relations has three important 
goals, Which of ihe following M MQZ one of 
them? 

A. Achieving satisfaction from your work 

B. Increasing production through people 

C. Gaining the cooperation of others 
*D, Making friends on a social level 

Gaining the coopc-ration of co-workers is as 

important as gaining the customers* cooperation, 
(answer: true) 

The first step in self-understanding, in order to 
change your personality so as to improve your 
human relation skills, is: 

A. Find out how your personality rates. 

*B. Decide that your personality can be improved 

C. Develop a plan of action. 

D. You cannot change personality 

Your personality may be fine for everyday relation- 
ships, but through self-evaluation you may find 
out : 



A. That it is not suitable for a marketing job 

B. That it is not suitable for a business setting 

C. That it is not suitable for human relations 

on a marketing level 
*D. All of the above 
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One of the best and most inexpensive ways of 

analysing your interests, abilities, and attitudes 
is by: 

A. Answering questions about yourself 
Asking someone else 

C. Asking your mother 

*D. All of the above together 

^00^: Guidance counselors are of little assistance in 

analyzing your interests, aptitudes, traits, 
abilities, and attitudes. (answer; false) 

DOOSt A tape recording of one of your own conversations 

is a good way of starting to identify strengths 
and weaknesses. (answer: true) 

D005: When identifying personal strengths and weaknesses, 

it is advisible to center your attention on the 
qualities 

A. Of loyalty and trust 

B. Of honesty and aggression 
*C. Desired by employers 

D. Desired by family 

D006 : is an inner feeling of trust, 

reliance, and assurance concerning your own 
physical, mental, and emotional characteristics. 

A. Emotions 
*B. Self-confidence 

C. Intelligence 

D. Initiative 

D006: Self-confidence can be demonstrated on the job 

through : 



A. Success 

B. Restoring good working relation with a co- 

worker. 

C. Your actions 

*D. All of the above 



D007: Which of the following is a good resource for 

developing self-understanding? 

A. Personality assessment test 

B. Close relatives 

C. Friends 

*D. All of the above 
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If you are interested in having a scientific 
evaluation of your personality done, it is best 
to use the services of: 

A. A counselor 

B. A psychologist 

C. Your friends 
*D. Both A and B 

Developing a plan of action for personality 
development is the fourth step in your self- 
improvement project. It is very important 
because: 

*A, It is too important to leave to chance. 

B. All personality traits are almost impossible to 

change. 

C. People will not do anything without a plan. 

D. Everyone needs to change their personality. 

When setting your short-term goals for personality 
development f you should: 

A, Go for the most difficult first 

*B. Go for the easiest first 

C. Have some easy and some difficult 

D. Not worry about short term goals 

Developing good relations on the job, is to 
successfully relate to your co-workers, 
supervisors, and managers to accomplish goals. 
Adjusting personalities to accomplish mutual 
goals or objectives is often called: 

A. Human development 

B. Discrimination 
*C. Team-building 

D. Ethnic adjustment 

All employees should have the skills that are 
necessary for performing their tasks, and they 
must also understand: 

A. That they are the only one that makes the 

team work. 
*B. Each other's roles 

C. The technical side of psychology 

D. That they must be the leader of the team. 
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Today many businesses think of their customers as 
and treat them as such. 



A. Trouble 

B. Money 

C. Unnecessary 
*D . Guests 

DOlO; Which of the following is a common public relations 

effort aimed toward customer relations? 

A, Consumer advisory boards 

B, Making consultants available 

C, Staging special events 
*D. All of the above 
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E080001S - MARKETING OPERATIONS 

Your retail inventory on March 1, is $5000.00. You 
had $700.00 in markdowns in February. Given these 
two factors r what was the retail inventory on 
February I? 

A. $4r300.00 

B. $4,700.00 

C. $5,300.00 
*D. $5,700.00 

Your retail inventory on March 1, is $7,157.32; you 
had $652.20 in markdowns during the month. What 
is your retail inventory at the end of the month? 

*A. $6,505.12 

B. $6,505.52 

C. $7,809.52 

D. $7,908.12 

If your open-to-buy is $3,000 for a 14 day period 
of time, and you spent an average of $400 a day, 
did you stay within your open-to-buy budget? 
(answer: no) 

If your open-to-buy budget allows you $2000 in seven 
days, how much merchandise can you buy a day? 



E003 



A. 
B. 
*C. 
D. 



$ 250.00 
$1,999.97 
$ 285.71 
$ 285.00 



The retail value of the planr^i purchases for April 
is $7,600 and the planned initial markup on the 
purchases is 40 percent. What is the figure for 
the planned purchases at CQST? 

A. $3,040.00 

B. $ 304.00 
*C. $4,560.00 

D. $ 456.00 
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The retail value of the planned purchases for April 
is $6,982.71 and the planned initial mark-up on 
the purchases is 53 percent, ^rhat is the figure 
for the planned purchases at COST? 

A. $ 328.18 
*B. $3,281.87 

C. $3,700.21 

D. $ 370.02 

Six hundred high quality shirts cost a buyer $5,0^0. 
The buyers overhead is $1,000. Determine the 
correct retail price for each shirt with a 10% 
return on the cost of goods. 

A. $ 9.16/shirt 

B. $ .91/shirt 

C. $ 1.10/shirt 
*D. $11.00/shirt 

Four hundred footballs cost a buyer $1,000.00. The 
buyer's overhead is $126.50. ^fith a 15% 
return on the cost of goods, what would be the 
price at RETAIL for the total amount purchased? 



C. 
D. 



$ 129.48 
$1,295.48 
$1,150.00 
$ 150.00 



On most cash registers, two-letter abbreviations 
identify the different kinds of transactions. 
If a customer paid for their purchase with a 
check, which key abbreviation would you use. 

*A. CA - cash sale 

B. CH - charge sale 

C. PD - paid-outs 

D. NS - no sale 

When recording a charge sale, the sales check should 
be prepared first. What information is found on 
the sales check? 

A. Customer name 

B. Items purchased 

C. Address that will be charged 
*D. Both A and C 
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When handling cash refuxids, most stores require the 
customer to have: 

A. A receipt for the merchandise 

B. Proper identification 

C. The bag the merchandise came in 
*D, A or B 

When handling returns for exchange, if the price of 
both articles is the same: 

A. It is railed an even exchange. 

B. It is called an uneven exchange because of lost 

shelf time. 

C. Osually the salesperson can handle the situation 

by writing a new sales check. 
*D. Both A and C 

Some stores may require a on COD 

sales to ensure that the customer will accept the 
goods when they are delivered. 

A. Check at time of purchase 

B. Credit card number 
*C. Cash deposit 

D. Second address 

If a store withdraws an item from stock and holds it 
in storage for a customer, it is a will-call sale 
or : 

*A. Layaway sale 

B. COD sale 

C. Credit sal« 

D. Charge sale 

Reliable inventory control provides retailers with 
information for: 

A. Pricing 
*B. Calculating taxes 

C. Employee discounts 

D. Product offering 

State and local government will accept inventory 
records as a basis for figuring taxes only when: 

A. There is no other record 

B. The end of the year taxes are figured 
*C. Records are properly organized 

D. They will never accept personal business 
records 
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E009: You make a physical count of merchandise once or 

twice a year. In order to obtain current 
inventory figures you should be using: 

A. A model stock plan 

*B. Perpetual inventory system 

C. Physical inventory system 

D, Tickler control system 

E009: Perpetual inventory systems always begin with: 

*A, A physical inventory 

B. A model stock plan 

C. A basic stock system 

D. Both B and C 

EOlO: Which of the following WS. a procedural 

system of physical inventory. 

A. Tickler control 

B. Reorder control 

C. Visual control 

*D. Basic stock control 

EOlO: Under a physical inventory system*, buyers take an 

of merchandise. 

A. Estimate 

*B. Actual count 

C. Book count 

D, Computer count 

EOll: Price is extremely important in marketing 

competition because: 

A. It eliminates risk 

B. It's easily measured 

C. It's easily observed 
*D. Both B and C 

EOll: Price is important to customers because they use it 

to measure the of the product 

A. Quanity 

*B. Quality 

C. Style 

D. Supply 
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Flexible price strategy means: 




A. The technique of offering the same price to all 
cust&mers 

*B. Offering a product to different customers at 
different prices 

C. Changing transportation costs 

D. All prices are stated in terms of a standard 

unit. 



E012: 



E013: 




E013 



A price leader is? 

*A. A product of regular quality offered at a very 
low price for a limited time, 

B. The highest price in the store 

C. The best price on the market 

D. The highest price you can charge for that 

product. 

The initial markup on an item that sells for $142.37 
and cost the buyer $97.36 is; 



C. 
D. 



$ 4.50 
$45.01 
$68.38 
$46.01 



The markdown percentage for an item that was selling 
for $50.00, but is now selling for $40.00 is: 



B. 

*C. 
D. 



10% 
1% 

20% 
2% 
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when arranging your cash drawer, if you need to 
handle $2 bills, you should place them: 

A. Next to the 20s 

B. Next to the 10s 

C. Next to the 5s 
*D. Underneath the Is 

In your cash drawer, silver dollars and half dollars 
should be placed: 

*A. First compartment on the left 

B. First compartment on the right 

C. Underneath the cash drawer 

D. Anywhere you can 
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The amount of change kept in your cash drawer 
depends on; 



A. Which day it is 

*B. The price of the typical items sold 

C. How much money the store makes 

D. How much money the department har on hand 

E015: If the common sale in your department is five 

dollars, you should have in your change fundi 

A. Many $1 bills 

B» Many $5 bills 

C. A few $10 bills 

*D. Both B and C 

E016: y^hen "proving cash" at the end of the day, which ot 

the following records are needed? 

A. Audit-tape readings of total cash sales 

B. Voided receipts 

C. Your cash report 
*D. All of the above 

E016: When "proving cash," your change fund should be 

from the cash drawer. 

A. Added 

*B. Subtracted 

C. Not considered 

D, It depends on the amount of sales 
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080001P - MARKETING PLANNING 

The idea of fulfilling the needs of customers at a 
profit is called: 

A. Business concept 

B. Consumption concept 
*C, Marketing concept 

D, Technical concept 

To market large quantities of goods effectively, 

business people must consider both the 

and the 

A. Production, cost 
*B. Product, customer 

C. Consumption^ cost 

D. ''roduct, production 

One of the historical developments that brought the 
marketing concept into being was the change from 

trying to sell to ^ , to selecting 

the most likely for the products. 

*A. Everybody, customer 

B. Farmers, customer 

C. Everybody, farmer 

D. Other countries, U.S. market 

Historically speaking, a business that adopted the 
marketing concept centered all company planning 
and activity on . 

A. Technical research 

B. Production needs 

C. Profit motives 
*D. Customer needs 

When the marketing concept is in effect, the 
production process can add form utility to the 
product. Form utility is defined as the increased 
usefulness of a product to a consumer: 

*A. Because of a change in the basic material 

B. Because of the time it's made available 

C. Because of the convenient location of the 

product 

D. Could be any of the above 




When the marketing concept is being utilized, the 
increased usefulness that a marketer gives a 
product by making it available to the customer at 
the right time of year and most convenient time of 
day is called; 

A, Form utility 

B, Possession utility 
*C. Time utility 

D, Place utility 

A decision involving the planning of a product may 
be the most important one the marketer makes 
because this decision commits the company's 



A» Money 

B, Capital 

C. Labor 

*D. Both A & B 

Product/service planning is important to a company's 
success in the always changing market place. 
Because of this marketers believe in the motto: 

A. "Perish and die" 
*B. "Innovate or perish" 

C. "Profit at all cost" 

D. "Product before service" 

One of the strongest influences on products and 
product planning is: 

A. Service 

B. Color 

*C. Competition 
D. Price 

may prevent a change that the 

marketer feels is needed for the product. 

*A. Production limitations 
B. " ' ^.Q problems 

.^.^^itition 
J. Consumer demand 

Which of the following IS. EQ£ a method of gathering 
primary data? 

A. Survey 

B. Panel 

C. Experimentation 

*D . Government reports 
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One of the most widely used ways of obtaining 
primary data for marketing is: 

A, The panel 

Observation 
*C. Survey 
D. Test Marketing 

^hen using the survey method to gather primary data: 

A* You should question every customer in your 
target group. 

*B, You should select a random sample of customers. 

C. You should ALP^AYS hide the purpose of your 

survey. 

D. Do not use the survey method at all - it's to 

expensive. 

When applying the panel method to gather primary 
data, some of the most valuable information you 
will receive is: 

A. Information about customer loyalty 

B. Information about sales trends 

C. Information about consumer age 
*D. Both A & B 

The division of a total market into groups according 
to customer needs and characteristics is called: 

A. Total market analysis 
*B. Market segmentation 

C. Marketing concept 

Total market concept 

Thinking in terms of market segmentation helps 
marketers sell: 

*A. More efficiently 

B. To more people 

C. Higher price products 
In larger quanities 

If you were a marketer for "Sugar Pops" breakfast 
cereal f which of the following markets would be 
your primary target market? 

A. Over 65 

B. Teenage 
*C. Children 

D. Young adult 
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If you were a marketer of automobiles, which of the 
following markets would be a vital target market? 

A. Over 65 

B. Teenage 

C. Children 
*D. Young adult 



FOlOs 



FOlO 



FOll 



Which of the following is 
prcuucts? 



a function of packaging 



A. Container for product 

B. Identify the product 

C. Make the product easy to use. 
*D. All of the above 

Which function of packaging products helps to 
protect the product for customer use? 

*A. Container for product 

B. Identification of product 

C. Make the product easy to usw 

D. Promote the product 

A group of similar types of product items which are 
closely related and are used together or are sold 
to the same customer groups is called; 



FOll: 
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A. 
B. 

D. 



Product 
Product item 
Product line 
Product mix 



The total of all product items and product lines 
offered for sa''e by a company is called: 

A. Product item 

B. Product line 

C. Product planning 
*D. Product mix 

The stage in the product life cycle that occurs when 
sales begi** to level off is called: 

A. The introduction stage 

B. The growth stage 
*C. The maturity stage 

D. The decline stage 
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Which of the following is not a stage in the produ 
life cycle? 

A. The introduction stage 

B. The growth stage 

C. The maturity stage 
*D« The final stage 

Which step in the product development process 
utilizes thorough business analysis which usuall 
results in the elimination of some ideas? 

A. Testing the product 

B, Marketing the product 
*C. Evaluating ideas 

D. Preparing a protot^^e 

Which step in the product developing process 
utilizes product design, type, and quality of 
materials and manufacturing methods? 

*A. Preparing a prototype 

B. Generating ideas 

C. Marketing the product 

D. Testing the product 
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DOTY; 080001G - PHYSICAL DISTRIBUTION 



GOOls Which of the following is a method for checking an 

incoming shipment? 

A, The open check 

B, The blind check 

C, The spot-check 
*D. All of the above 

GOOl: When a large number of similar shipments arrive 

which method of checking in the shipment would 
be most appropriate? 



A. The close check 

*B. The spot check 

C. The blind check 

D» The open check 



G002: The first step to take when returning merchandise^ 

on an incorrect order is to: 

A. Make out a bill of lading 
B^ Make sure goods are properly packed 
C. Arrange for transportation 
*D. Check goods to be returned against the return 
form. 



G002: It is important that the receiving report be filled 

out carefully because if there are mistakes on it, 
when returning goods or detecting missing goods 
the company may be responsible for: 

A. Taking too much time 

*B. Paying for some of the missing or damaged goods 

C. Paying for the transportation of the goods back 

to the vendor 

D. Replacing the goods 

G003: Which of the following is a method for determining 

which price to mark on a particular item? 

A. The price may be marked on a sample 

B. Pre-retailing may be used 

C. Check the items already on the selling floor 
*D. Both A & B 
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What kind of price ticket (tag) would you use on 
delicate fabrics such as hosiery? 



♦A. 

C, 

D. 



Wedge ticket 
Button ticket 
Pin ticket 
Hole pin ticket 



When moving a unit load from one area to c.DOthei, 
which is the best way to protect it and h:.ndle 5c? 

*A. Use a pallet and forklift 

B. Move the load short distances at a time 

C. Use as many people as possible 

D. Carefully hand carry one box at a time 

When material handlers move merchandise in the ware- 
house, which of the following 15. HQX one of the 
majors goals of their job which protects the goods 
and equipment? 

A. Receive incoming shipments 

B. Check invoices 

C. Handle products as little as possible 
*D. Both A and B 
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When handling merchandise safely^ a good rule of 
thumb is: 



A. 
B. 

C. 



Do not try to handle an unfamiliar job without 

instructions. 
If you can't remove dangers, report them 

immediately. 
Hitch rides on trucks as often as possible to 

avoid walking past stacked goods. 
Both A and B 



Which of the following is an example of exercising 
caution with equipment? 

*A. Not using a forklift that is running poorly 

B. Being very careful with a forklift that is 

running poorly 

C. Using the poorly working forklift and reporting 

it at the end of the day. 

D. Move* the forklift so only you know where it is. 
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G006: Which of the following could be a reason for 

inventory shrinkage? 

A. Shoplifting 

B. Stealing by workers 

C. Breakage 

*D, All of the above 

G006; Why is preventing stock shrinkage so important? 

A. It's not. Stock shrinkage means your sales are 
up. 

*B. Your workers may be stealing from you. 

C. It causes your warehouse to overfill. 

D. It has a bad effect on the store image. 




GO 



38 




DOTY: 
HOOl: 



HOOl: 



H002: 




H002: 



H003 



H003: 




080001H - SALES PROMOTION 

Which of the following is a type of newspaper 
advertising? 



A. 

3. 

*D. 



Display advertising 
Classified advertising 
Direct mail advertising 
Both A and B 



^^hich printed advertising media is known for 
superior color reproduction? 



*B. 
C. 
D. 



Newspaper 
Magazines 
Direct-mail 
Billboards 



are those in which the merchandise 

shown is not enclosed in a display case. 

*A. Open display 

B. Model display 

C. Closed display 

D. Point-of-purchase display 

For goods such as automobiles, farm equipment, and 
office machines, which type of display would be 
most appropriate? 

A. Closed display 

B. Open display 
*C. Model display 

D. You can't display these items 

Something given without charge with the purchase of 
a product is called: 

A. Trading stamps 
*B. Premiums 

C. Product sample 

D. Contests 

Promotion that offers a special price reducction to 
the buyer is known as: 

*A. Price-oriented promotions 

B. Sales-lead premiums 

C. Container promotions 

D . Sweepstakes 
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To some customers the sales promotion dealing with 
the product is just important as the 



A. 
B. 

D. 



Price 
Color 
Product 
Service 



Sales promotion can help the employees to raise 
: ^ in their product area. 

*A. Sales 

B. Prices 

C. Stress 

D. Work loads 

Direct-mail advertising can be found in which 
formCs) . 

A. Letters 

B. Postcards 

C. House organ 

*D. All of the above 

In most cases, network advertising is done by 

of goods and services marketed 



A. 

C. 
D. 



nationwide. 

Retailers 
Manufacturers 
Agents 

Government sales 



Newspapers give information about local business to 
both the consumer and business person, 
(answers true) 

Newspapers don*t give good up-to-date information 
about competition because the ads need to be 
prepared so far in advance of its run time, 
(answer: false) 

When competition is strong between two or more 
businesses , 

*A. Sales efforts and advertising may be 
intensified . 

B. Sales efforts and advertising may be relaxes. 

C. Radio and television advertising will be 

relaxed. 

D. Television advertising is the only effort to be 

intensified. 
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In low-key competition situations, the advertising 
effort is; 

P.. To perform the selling function 
*B. Primarily intended to bring customers into the 
store 

C. Relaxed or not present at all. 

D» To replace all of the selling functions 

Which of the following would be good sources of 
promotional materials for the young business- 
person to read? 

A. Jlail order firms 

B. National magazine firms 

C. Book purlishers 
*D. All of the above 

Getting your name on a mailing list is a good way 
of receiving current promotional materials, 
{answer: true) 

The cost of advertising is based largely on the: 

A. Types of media used 

B. The number of people reached 

C. The amount of space or time purchased 
*D. All of the above 

What time of the day would be most expensive to 
advertise on television? 

A. 9 a.m. 

B. 1 a.m. 
*C, 8 p.m. 

D. 2 p.m. 

If you wanted to project an image of a "topflight 
establishment," your outside visual merchandising 
should be „ . 

A. fiulti-colored 

B. Bright and loud 
*C. Elegantly styled 

D. Soft colored 
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An important part of the retail store front and 
retail image is the window display. Some 
retailers give this display credit for as much 
as , of their business sales. 

A. 1/4 
*B, 1/3 

C. 1/8 

D. 1/16 

Which of the following IS. UQI a basic rule 
concerning window displays. 

A. They should maintain a clean, crisp appearance. 
*B. Products shown should be of lower price lines. 

C, They should be related to the store's adver- 

tising and promotion. 

D. They should relate to the season. 

According to your reference book there are 

^ basic rules concerning window 

displays. 

*A. 4 

B. 3 

C. 6 

D. 8 

When designing a display, you should concern your- 
self with harmony. Harmony is a combining of 
which elements . 

A. Shape 

B. Size 

C. Line 

'D. All of the above 

The principle of . involves the relation- 
ship of one item to another with respect to size. 

A. Harmony 
'B. Proportion 

C. Rhythm 

D. Balance 

It is to the manufacturer's advantage if the dealer 

can place a display at points in 

the store? 

A. Check out 

B. Exit 

C. entrance 

D. Strategic 
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Department and specialty stores use point-of- 
purchase displays to sell what types of items. 

*A. Cosmetics and Hosiery 

B. Hardware 

C. Clothing 

D* Canned goods 
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DUTY: 080001H - Selling 



1001: Which of the following is a decision that the 

customer has to make. 

A, Need decision 

B, Product decision 

C, Price decision 
*D. All of the above 

1001: Skillful retail salspeople^ consciously or without 

realizing it^ use the customers 



ERIC 



as a tool in analyzing their sales and servicing 
their customers needs and wants, 

A. Feelings 
*B, Buying decisions 

C, Age 

D. Sex 

1002: When consumer purchases involve careful, calculated 

reasoning, they are based on: 

A. Emotional buying motives 

B. Patronage buying motives 
*C. Rational buying motives 

D. Irrational buying motives 

1002: When consumer purchases involve feelings such as 

pride, comfort, and romance, they are based on: 

A. Desire buying motives 

*B, Emotional buying motives 

C. Rational buying motives 

D. Irrational buying motives 

1003: Gathering and analyzing information about the 

prospect and using it to construct the sales 
presentation is called: 

A. Prospecting 

B. The approach 

C. Planning 

*D. The pre-approach 

1003: is important in deciding when 

to approach the prospect. 

*A. Timing 

B. Pricing 

C. Style 

D. Cost 
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Every product or service has certain features that 
will benefit the prospect. These features are 
known as: 

A. Services 

B. Product leatures 

C. canned presentations 
*D. Customer benefits 

The use of gives salespeople an 

opportunity to dramatize the presentation of 
features and benefits of a product or service. 

*A. visual aids 

B. Hearing aids 

C. Other sales people 

D. Canned presentations 

Objections say that the prospect is listening and 
is in the product. 

A. Not interested 

B. Onaware 
*C. Interested 

D. Both A and B 

Objections may be based oni 

A. Fear 

B. Uncertainty 

C. Misunderstanding 
*D. All of the above 

The is the completion of the sale. 

*A. Close 

B. Objection 

C. Suggestion sell 

D. Departure 

Sales people should avoid closing with a/an 
. Statement. 

A. Soft 

*B. Blunt 

C. Abstract 

D. Interesting 
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Follow-up on the sale is important because: 

A. No one can make all customers happy, 

*B. The salesperson is interested in future sales, 

C, The customer may still have objections. 

D. You cannot close without a follow-up. 

The follow-up is only important if you make the 
sale, {answer: false) 

A is a descriptive notebook 

of facts about a product. 

A. Sales manual 

B. Blue book 

*C. Merchandise manual 
D. Price book 

One of your BEST sources of product knowledge 
would be the: 

A. Wholesaler 
*B. Manufacturer 

C. Customer 

D. Manager 

To help the consumer buy intelligently, the 

packaging and labeling act covers most products 
sold in . 

A. Retail stores 

B. Catalog stores 
*C. Supermarkets 

D. Import stores 

Many packages and their labels must conform to 
standards established by: 

A. Local government 

B. State government 

C. Federal government 
*D. All of the above 

??hich o^ the following product features could be 
converted into selling points (customer benefits) . 

A. Fabric construction 

B. A stand up collar on a jacket 

C. Fleece lined pockets on a coat 
*D. All of the above 
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A. 
*B. 
C. 
D. 



can be organized in terms of the 

benefits (selling points) each customer finds 
most important* 

Price 

Product features 
Customer supply 
Risk factors 
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have been used in selling for a 
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C. 

D. 



long time. It is an effective way to compare 
products with the competition and with customer 
satisfaction. Basically, they are recommendations 
from satisfied customers - 

Empathy techniques 
Testimonials 
Customer letters 
Rap sheets 



When comparing your product to the competitions, it 
is a good idea not to make negative statements 
about the other products, but, make positive 
statements about yours. (answer; true) 



The 



^ is an opening sentence or 

two that attempts to focus the customer's 
attention on some aspect of your company's 
merchandise. 

*A. Merchandise approach 

B. Salutation greeting 

C. Service approach 

D. Product greeting 

^^hen suggesting advertised products, the customer 
expects the salesperson to know the merchandise. 
;^ich of the following facts should the sales- 
person know? 

A. Advertised price 

B. The location of the product in the store 

C. The history and background of the product 
*D. Al." of the above 

is the selling of related or 

additional items along with those items the 
customer has already purchased. 
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A. Extras 

B. Tack-on items 

*C. Suggestion selling 

D. Closing 
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Suggestion selling 



A. Increases sales 

B. Calls the customers attention to another needed 

item 

C. Will cause the salesperson to lose more sales 

than he/she will make. 
*D. Both k and B 

1014: Trading up is related to . 



\» Closing 
*B, Suggestion selling 

C. Handling 

D. Presenting 

1014: When you are trading up, it is very important to 

point out the additional . 

A. Cost 

B. Features 
*C. Benefits 

D. Services 

1015: Retail salespeople who sell a particular product or 

line of products to customers at home or business 
are called: 

A. Wholesale salespeople 

*B. Specialty sales people 

C. Manufacture sales people 

D. Out-of-store salespeople 

1015: Which of the following are customers ot the 

manucacturer ' s representative? 

A. Government agencies 

B. Retailers 

C. Individual consumers 
*D. All of the above 
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DUTY: COMMUNICATIONS IN MARKETING 



AOOlJ Define feedback. 

The first person to transmit information in the communication 
process is the: 

A . receiver . 

*B. sender. 

C . conuEunieator . 

D, processor. 



Feedback can best be described as: 

A. static in telecoBUiwnication lines 

*B. a response to a received message 

C. the way in which a message is conveyed 

D. the total coronMnication process 




Use the example below to answer the following questions concerning 
feedback. 

Sally purchased a candy bar. She was very disappointed by the lack 
of freshness when she bit into the candy, so she decided to write a 
letter of complaint to the president of the company. When Mr. 
Horner received the letter, he passed it on to Cathy, who is in 
charge of processing customer complaints. Cathy mailed a letter of 
apology and a coupon for two free candy bars to Sally. 

Was the total communications proce-ss complete? 

*A . yes 

B. no 

C. there is not enough information to make this decision 



ERIC 



is the sender and is the receiver in 



this example of communication. 

A, Sally, Mr. Horner 

»B. Sally, Cathy 

C. Cathy, Sally 

D. Mr. Horner, Sally 
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was utilized as feedback in this example. 



A. letter of complaint 

B. letter of apology 

C . coupon 

»D. Both B and C 

E. Both A and B 



List types of feedback. 

The manager of a store called a meeting for all store employees. At 
the meeting, the manager stated that shoplifting was increasing and 
that the store's losses from shoplifting were getting too high. All 
employees were told to wait on customers promptly and to be more 
alert. The manager's feedback on shoplifting would be considered 

A. external, positive. 

B. internal, negative. 
•C. external, negative. 

D. internal, positive. 



If feedback is going to be effective, then it must be verbal. 
True False* 



Non-verbal feedback can often be used more effectively than verbal 
feedback . 



Explain feedback effect on human behavior. 

Feedback can be used by the sender to determine if the receiver 
understood the intended message. 



A speaker's gestures and facial expressions will often tell you 
things that their words cannot convey. 



True 



False* 



True* 



False 



True* 



False 
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Giving immediats feedback is the only way to ensure real 
understanding. 

True False • 



AC04: Speak in a businesslike manner. 

Which response below is most correct for speaking in a business-like 
manner? 

A. That order of suits will be in any day now. 

»B. The order of Halston suits will be delivered on November 3, 19 . 

C, The shipm&nt of Halston suits will be delivered shortly after 
Halloween. 

D. The shipment of Halston suits are expected to be delivered by 
carrier during the day of November 3» 19 . 



To be blunt or brief with someone is always a rude way of 
communicating in business. 

True False* 



Voice patterns are important because customers will judge 
salespeople by what they hear. 

True® False 



A005: Use proper listening skills. 

Which of the following statements best describes the actions of 
passive listening? 

A. casual listening 

B. paying full attention to what is being said 

C. paying partial attention to vrfiat is being said 
»D. both A and C 

E. both B and C 



is a block to effective comnunication. 




A. Empathy 

B. Sympathy 
»C . Prejudice 

D, Listening 



ERIC 



3 



is the ability to put yourself in another person's 

position and understand their point of view. 

•A, Empathy 

B. Sympatny 

C . Prejudice 

D. Cominunication 



Pam and Sherry were talking between classes when th*> principal 
announced that classes would be dismissed because of th^ stormy 
weather. The girls missed their buses because they did not observe 
which of the following basic steps of listening? 

A. Prepare to listen 

B, Have an open mind 
•C. Listen carefully 

D. Listen with empathy 



use the telephone in a businesslike manner. 

When answering the telephone on a job, it*s polite but not necessary 
for you to identify yourself. 

True • False* 



Answerinij the phone promptly creates an inpression of: 

A. ej.'.''^ 3ienc3r 

B. co?ifidence 

C. welcoming the caller 
•D. all of the above 



yjhen taking telephone orders, salespeople should: 

A. try to sell related merchandise 

B. write down all information word-for-word 

C. repeat the order to the customer 
*D. both A and C 

E. all of the above 
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AOQlt 0ae body language to help convey feelings in spoken communication. 

can often be interpreted as disapproval or 
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disinterest in v^at is being comnainicated . 

A. Leaning forward 

B. Nodding head 
*C. Crossing arms 

D . Smiling 



The way in which a person walks can comnMnicate feelings or emotions, 
True* False 

Nonverbal behaviors often contradict the verbal message. 
True* False 



A008: Read and understand written communications. 



is a technique of reading which involves reading at 



a very rapid pace. 

A . Skimming 

B . Scanning 

C. Intense reading 
*D. Both A and B 

E. Both A and C 



. The goals of are to understand and retain nearly all 

that has been read. 

A . Skimming 

B . Scanning 

•C. Intense reading 
B. Selective reading 



Improved reading skills can be an important factor in getting a 
better job. 

True* False 
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A009: Complete letters, forms, reports, and memorandums. 

"Dear Mr, Baker" is an example of the.' 

A. complimentary opening 
•B. salutation 

C , greeting 

D. attention line 

The body of a business letter should be vrritten fr m the 
viewpoint, 

A, writer's 

B. editor's 
*C. reader's 

D. sender's 



A store manager has received written reports from each department. 
Which section of each report includes a background statement, the 
purpose of the report, and how data was collected? 

•A. Introduction 

B. Body 

C . Summary 

D. Conclusion and itecommendations 




A010: Describe the importance of reading current business news media. 

Studying the advertising and promotional strategies described in 
magazines and trade journals could supply valuable ideas for the 
development of your own promotional materials. 

True* False 



It is inportant to keep abreast of current business news because: 

A. of competitor's activities. 

B. government intervention in an industry. 

C. new technological breakthroughs. 
•D. all of the above 




How can businesses use suppliers' materials such as manufacturer's 
brochures, saleslettors , and pamphlets? 

A. To inform customers of manufacturer's games and contests 

B. To inform customers of new products 

C. To inform customers of new product uses 
•D. All of the above 



o 
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DUTY: ECONOMICS AND MARKETING 

BOOl: laentify statements that best describe marketing. 

Planning, pricing, promoting, and distributing are activities which 
describe: 

A. advertising 

•B. marketing 

C . retailing 

D. selling 



Consumers purchase products and services, while customers actually 
use them* 

True False* 



Determining the needs and wants of customers and supplying the goods 
and services describes duties performed in: 

A . advertising 

•B. marketing 

C. retailing 

D. selling 



The four major activities that make up the marketing process are: 

*A. planning, pricing, promoting, and distributing. 

B. identification, production, distribution, and consumption. 

C. research, production, promotion, and comsumption. 

D. manufacturing, promotion, distribution » and consumption. 



B002: Explain the importance of marketing in our economy. 

The general role ,of marketing in our private enterprise system is to 
coordinate 

*A. production and consumption. 

B. selling and distribution. 

C. production and pricing. 

D. government and business. 
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A vital part that contributes to successful marketing in the private 
enterprise system is 

A. a monopoly. 

•B, ft»ee competition. 

C. the producer. 

D. government control. 



Marketers in a private free enterprise system must be able to 
balance freedon of ownership, risk, , and . 

A. lawsuits, production. 

B. GNP, profit. 

»C. competition, profit. 
0. capital, labor. 



B003: Recognize that economic goods are the products and the services offered 
to meet consumer needs and vrants. 

Economic value is most often expressed in terms of: 

•A. price 

B. resale value 

C . profit 

D. utility 



When a product is able to satisfy a human need or want, then it has: 

A. a high price. 

B. high demand. 
»C. utility. 

D. high quality. 



Economic goods have utility and require human effort in order to 
bring them to market. 

True* False 



B004: Define economics as a process. 
Economics attempts to 

A. expand the role of welfare in the U.S. 
*B. satisfy human wants and needs. 

C. decrease the public debt. 

D. increase the value of goods and services 
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A short term decline In the Gross National Product best describes: 




•A. recession 

B. depression 

C» inflation 

D . deflation 



The amount of goods and services that can be produced is limited by 
the amount of: 

A. resources 

B. government spending 

C. human wants 

D. competition 



. is the study of how scarce resources are organized 

and used to satisfy unlimited human wants. 

A. Capitalism 

B. Marketing 
•C . Economics 

D . Ecology 




B005: Identify economic activities. 



When business operations and procedures become more efficient and 
economical 

A. monopolies are Ct-eated to give certain businesses a 
greater share of the market. 

B. consumer prices are raised in order to increase profits. 

C. more machines are needed to produce finished products. 
*D. consumers are able to buy better products at lower prices. 



Cost, appeal, competition, supply and demand are inpoi tant elements 
to consider when establishing: 

A. break -even point 

B. market share 

C. production flow 
price 




Deciding how to produce goods effectively whilt making the best use 
of resources is an in^ortant economic activity. 



True* False 



s 
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B006: Explain the importance of economics. 




Economics deal with the problem of satisfying unlimited human wants 
with limited: 

A. government spending 

B, government regulation 
•C. economic resources 

D. goods and services 



A nation's . decides how to gain the greatest amount 

of benefits from resources. 

A. standard of living 

B. gross national product 
•C , economy 

D. national charter 



Without a(n) , scarce resources would have a greater 

chance of becoming non-existent. 

A . government 

B. national charter 

C. private enterprise system 
*D. economic system 




BOOT; Identify three major types of economic resources. 

Land, labor, and capital are the necessary ingredients of: 

•a. production 

B. private enterprise system 

C. gross national product 

D. ownership 



An example of an economic resource is : 

A. aircraft 

*B. land 

C . computers 

D . warehouses 
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Land, labor, and transportation are the three major types of 
economic resources. 

Tme False* 
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BOOS; Identify examples of economic resourc<3i. according to major type. 

An example of a labor resource is: 

A. lakes. 

•B. a carpenter. 

C. buildings. 

I>* none of the above 



An example of capital is: 

A. business managers. 

B. salespersons. 

C. oil. 

•D. industrial equipment. 
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A major economic resource that is man-made and is used to produce 
and sell other economic goods and services is 

•A . capital . 

B. equipment. 

C . tools . 

D. land and other natural resources. 



refers to the people who contribute skills and 



talents to production. 



A . Union 

*B. Labor 

C. Employment service 

D, Employment association 



B009: Explain the meaning of private free 

"in the private enterprise system, most of the messes are owned 
by: 

. individuals 

B. the government 

C. the bank 

D. international investors 



In private- free enterprise > marketers are free from government 
control . 



False* 



True 
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is an isoportant part of private free enterprise 

because it accounts for the constant improvement in goods and 
services . 

A* Capital 

B. Profit 

•C. Competition 

D. Risk 



What is **private enterprise"? 

A. A system in which a national planning board assumes total 
responsibility for the production and distribution of goods 
and services. 

•B. A system in which individuals own both major industries and 
consumer goods. 

C. A system in which the government owns major industries and 
individuals own consumer goods. 

D. A system in which the government owns major industries as 
well as all consumer goods. 



B010; Describe the different tjrpes of business ownership 



is a business owned by people or small businesses 



who join together to buy and/or sell goods in large quantities. 

A, sole proprietorship 

B, partnership 

C, corporation 
*D , cooperative 



In a ■ , stocks are sold to many owners who finance 

the business and are paid some of its profits. 

A. sole proprietorship 

B. partners*^ ip 
•C . corporation 

D , cooperative 




In terms of sales volume, the most common form of business ownership 
in a capitalist economic system is the 

•A. i^^lQ proprietorship. 

B. partn^'^.jhip . 

C. corporation. 

D . cooperative , 



o 
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A is a business owned by two or more people who 

share equally in the liabilities of the business. 



A. sole proprietorship 

•B. partnership 

C , corporation 

D , cooperative 



Compare and contrast the three major economic systems. 

Which economic system depends partially on the government to control 
the use of important economic resources? 

A. capitalism 
•B, socialism 
C . comuunism 



Which economic system allows people to make their own decisions? 

•A. capitalism 

B. socialism 

C . communism 



Which economic system allows individuals the least economic 
freedoms? 

A. capitalism 

B. socialism 
•C . communism 



The private enterprise system is also known as: 

•A. capitalism 

B, socialism 

C . comminism 



In , all industries and resources are owned by the 

government . 

A. capitalism 

B. socialism 
*C • communism 
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B012j Identify the oaaract eristics and values of capitalistic, socialistic, 
and oonasunistio economic systems. 



Education, health care, public transportation, and housing are 
offered ft»ee or at greatly reduced costs in a socialist system. 

True* False 



America's economic system in which resources and businesses are 
owned by private individuals or groups is called 

*A. capitalism. 

B. socialism. 

C. communism. 

D. none of the above 



In socialistic countries, those people who are unable to work are 

A. assigned jobs. 

B. forced to leave the country. 

C. placed in detention facilities. 
•D. provided for by the government. 



B013: Define profit. 

Profit is money left after paying 

A. salaries. 

•B. all expenses. 

C. for goods, 

D. operating expenses. 



Tne difference between the selling price of an item and its costs to 
the business is called: 

A. net profit. 

B. true profit. 

C . income . 

•D. gross profit. 



SB 

O 14 

ERIC 



Successful marketers know that 

the needs of customers are related goals 



and satisfying 




•A. making a profit 

B. eliminating risk 

C. eliminating competition 

D. minimizing investment 



B014: Identify elements that need to be accounted for before a profit can 
be made. 

is an important element that needs to be accounted 



for before a profit can be made. 

A. Sales income 

B. Business expenses 

C. Capital investment 
•D. Both A and B 

E. Both B and C 



can be realized. 



must be deducted from sales income before a profit 




A. Administrative overhead 

B. Employee wages 
•C. Business expenses 

D. Promotional costs 



A profit can still be realized when expenses exceed sales income. 
True False* 



B015s Explain why profit is an essential part of the private free enterprise 
system. 

Without the , many people would not risk 

starting a business. 

A. sales motive 

•B. profit motive 

C. customer pressure 

D. business flair 
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is an essential part of the private enterprise 

system because it is the driving force behind our economy. 




•A. Profit motive 

B. Risk undertaking 

C. Competition pressure 

D. Customer satisfaction 



BOI6: Define supply and demrind. 



is an/are inportant faotor(s) that affects the 



supply of a product. 

A. Price and profit expectation 

B. Production costs 

C. Number of sellers 
»D. All of the above 



is an/are iieportant factorCs) that affects the 



demand for a product. 

A. Consumer price expectations 

B. Number of consumers 

C. Consumer income 
»D. All of the above 



As the price of a product increases, more producers enter the market 
and the supply of that product increases. 

True* False 



The Law of Demand is: As the price of a product increases, the 
demand for that product increases. 

True False* 



• 



B017; Distingiish between buyer *s and seller *3 markets. 

When the supply exceeds the demand for a product, a/an 
market exists. 

*A, buyer* 3 

B. seller's 

C. stock 

D . economic 

8S 
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When the demand exceeds the supply of a product » a/an 
market exists. 




A, buyer's 

»B. seller *s 

C. stock 

D , economic 



A buyer's market is one in which the demand exceeds the supply of a 
product. 



True 



False** 



A seller's market is one in which the supply exceeds the demand for 
a produc*-.. 



True 



False* 



BOlSi Describe the influences and interactions of supply and demand. 




As the 

usually increase. 

A. competition 

B. appeal 

C . supply 
•D . demand 



of a product increases, the price will 



As the 

usually decrease. 

A. competition 

B. appeal 
*C . supply 

D . demand 



of a product increases, the price will 




As the price of a product increases, the 
usually decrease. 

A. competition 

B. appeal 

C . supply 
*D • demand 



will 
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As the price of a product increases, the 
usually increase. 



will 



A. competition 

6. appeal 

»C , supply 

D • demand 



Identify that the market price of a product is based on what a customer 
is ' lling to give and what a seller' is willing to take. 

Often customers are influenced by price when evaluating the 
of a product or service. 

■A. quality 

B. utility 

C . color 

D. none of the above 



When making changes in price, a marketer should carefully monitor 
the reactions of: 

A. customers 

B. employees 

C. competitors 
»D. both A and C 

E. both B and C 



is the first measure of the value of a product or 

service . 

•A . Price 

B. Resale value 

C. Profit 

D. Utility 



"Market price" can best be defined as: 

A. the amount of satisfaction a product provides a consumer. 

B. the monies the seller must spend in order to make a product. 
»C. the amount for which an item sells in the competitive 

market place. 

D. the price at which customers will buy the same amount that 
producers will supply. 
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B020: Identify the effects of oompetition on buyers and sellers. 

Marketing strat^ies include competition by creating differences in 




k . price 

B, products or services 

C* sales promotions 

•D. all of the above 



Idbntify the term that best describes the term ^competition." 

A. A large number of producers who sell different products. 

B. A form of business ownership. 

»C. Rivalry between two or more businesses which offer similiar 

products/services in order to attract customers. 
D. A situation in which there is only one supplier of a 
product/service . 



Some consumers believe that a product that sells at a lower price 
roust be inferior in some way. 

True* False 



B021: Explain why competition if iaportant to the successful functioning of a 
private ft-ee enterprise system. 

In private free enterprise, allows consumers freedom 

of choice. 

A . ownership 

•B, competition 

C. risk 

D. profit 



Competition ens*-ires that businesses will offer to 

consumers . 



A. wide selections 

B. quality 

C. fair prices 

»D. all of the above 
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forces businesses to continually inprove the quality 



of goods ar*d services offered to consumers, 

A . risk 

B. profit 

•C . competition 
D , ownership 



B022: Define marketing functions. 

The marketing function which involves the matching and saUsfying of 
customer wants and needs with products or services is called 

A . buying . 

B. prospecting. 
»C. selling. 

D. market research. 




The is concerned with fulfilling the needs of 

customers while earning a profit. 

A, marketing mix 

•B. marketing concept 

C. human factor 

D. profit concept 



Financing the operations of a business and seeking ways to minimize 
risk fall into the category of: 

A. exchange activities. 

B. physical distribution activities. 
»C. facilitating activities. 

D. profit activities. 



activities include finding customers, meeting 

competition, and setting prices. 

»A . Exchange 

B. Distribution 

C. Facilitating 

D. Profit 
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B023! Explain the functions involved in marketing products and services. 

Product, price » place » and promotion make up the: 

A. marketing concept. 
•B. marketing mix. 

C. management concept. 

D. profit concept. 

What is the core of a company ♦s marketing system? 

A. promotion 

B. product 

C . price 

•D. marketing mix 



To determine the most effective marketing mix, marketers must focus 
on the: 

A , product . 

B. financial resources. 
•C. customer. 

D. competition. 




B024: Define the meauiing of a market for a product. 

All potential customers for goods and services sold for personal use 
represent the: 

A. product market. 

•B, consumer market. 

C. industrial market. 

D. target market. 




A market can best be described as: 

•A, all the potential customers for a product. 

B. the size and characteristics of the population. 

C. the amount of money people have to spend. 

D. the people who spend money. 



The consumer market is constantly changing. 
True* False 
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B025: Describe how a market for a product can be identified. 




is the study of population patterns* 



A. Migration 

B. Psychology 
•C . Demography 

D. Sociology 



Marketing planners seek information on population, income, and 
spending patterns to help them develop and sell the goods and 
services needed by society. 

True* False 



A market for a product is composed of people with 

•A, something in common. 

B. different wants and needs. 

C. different characteristics. 

D. dissimilar characteristics. 




B026: Identify demographic characteristics that would oonpose market segments 
for particular products. 

is the division of a total market into groups based 

on such things as income level, sex, or age. 

A. Market discrimination 

•B. Market segmentation 

C. Consumer segmentation 

D. Consumer market 



A is a social unit that consists of one or DK>re 

people , who may or may not be related, living together. 

A, cohabitant 

B. family 

*C . household 
D. dwelling place 





22 



In general, the population is moving toward thes 




A. central part of the country. 

*B. sunbelt states. 

C. coastal regions. 

D. northern areas. 



B027: Define channel of distribution: 

describes the path of ownership for a product as it 

makes its way to the consumer or irxlustrial user. 

•A. Distribution channel 

B. Retail chain 

C. Channel of ownership 

D. Distribution sequence 



Who 


is always at the beginning of 


»A. 


Manufacturers 


B. 


Wholesalers 


C. 


Agents 


D. 


Suppliers 




A channel of distribution would 
middlemen. 

True False* 



the channel of distribution? 



cease to exist without the use of 



B028: Describe two basic types of distribution. 

The channel of distribution ensures that middlemen 

are busy at work. 

A. consumer 

B. industrial 

C. direct 
*D . indirect 




In general, channels of distribution for consumer products are the 
same as those used for industrial products. 

True False* 
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The 

not utilizedi. 



channel is used if the services of middlemen are 




A . consumer 

B, industrial 
•C. direct 

D , indirect 



B029; Describe the functions performed by channel intermediaries. 

Which of the following middlemen holds title to goods? 
A . agent 

•B. merchant wholesaler 

C . broker 

D. all of the above 



Which of the following middlemen acts for buyers or suppliers and 
arrange for the sales? 

agent 

merchant wholesaler 
wholesaler 
retailer 




Which of the following functions can be performed by channel 
intermediaries? 

A . Buying 

B. Financing 

C. Promoting 

»D. All of the above 



B030: Explain the meaning of integrated distribution. 

Which form of distribution allows the aaanufaoturer the greatest 
amo :nt of control over the marketing of a product? 

A. exclusive distribution 

B. selective distribution 

C. intensive distribution 
•D. integrated distribution 
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A disadvantage of integrated distribution is: 




A. pi:\>duot selection is limited to one brand. 

B. products usually sell at prices set at the factory. 

C. manufacturers can control selling techniques. 
*D. both A and B 



Integrated distribution is the practice of employing a single 
middleman to distribute the product in one geographic area. 

True False* 



BO3I: Define gross national product. 

The is the total value of the final goods and 

services produced in the nation over a specified period of time. 

•A. gross national product 

B. gross net product 

C. standard of living 

D. national economic value 




Which of the following factors affect the gross national product of 
the U.S.? 

A. Productivity of workers 

B. Technological advances 

*C. All of the answers are corr^t 
D. Increases in the labor force 



If a nation *s per capita GNP is high, its people will have more 
goods and services at their disposal and therefore will enjoy a 
higher standard of living. 

True* False 




B032i Identify components of GNP calculations. 

Goods that are produced in other countries aid sold in this country 
are called: 

*A . imports . 

B. exports. 

C . contraband . 

D. trade deficit. 
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Which of the following components is used to calculate GNP? 




A. Stocks auid bonds 

*B. Consui&er spending 

C. Raw loaterials 

J>* Depreciated merchandise 



The total value of goods and services produced in the nation is 
known as: 

A. Net National Product. 
*B. Gross National Product. 

C. Standard National Product. 

D. Captial National Product. 



B033: Explain why the U.S. GNP has continued to grow. 

People in this country have the freedom to make the kinds of 
political and business decisions that can encourage a high GNP. 

True* False 




GNP is affected by advances in technology. 
True* False 

During a recession GNP will continue to grow. 
True False* 
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mni EMPLOYMENT AND ADVANCEMENT 

C001: Identify personal occupational requirements. 

include knowledge, skills, and the right personal 

attitudes . 

•A. Job competencies 

B. Social competencies 

C. Marketing competencies 

D. Basic ^kill competencies 



\ihich of the following competencies represents the ability to give 
and receive information? 

A. social 

B. marketing 

C . technology 
»D. basic skills 

E« economic 



Which competency represents the ability to keep up with changes in 
products and services? 

social 
marketing 
technology 
basic skills 
economic 




The ability to create and maintain a favorable image inpression and 
work well with others is covered under which competency? 

*A. social 

B. marketing 

C . technology 

D. basic skills 

E . economic 




C002; Describe entry-level marketing jobs available in most communities. 

Which of the following is an entry-level marketing position found in 
the marketing industry? 

A. salesperson in a department store 

B. cashier-clerk at a grocery store 

C. front-desk clerk at a hotel 
*D. all of the above 
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Sales clerks, cashiers, and stock persons are common entry-level 
positions found in the Industry. 




•A. retail 

B. hotel 

C. food service 

D . advertising 



In what department do store personnel work who are responsible for 
sending out billing statements? 

•A. Customer credit department 

B. Display department 

C. Sales support department 

D. Telephone sales department 



• 



C003: Identify possible advancement patterns. 

Many companies will try to place present employees in positions of 
responsibility rather than hiring from the outside, this is commonly 
referred to as: 

A. succession planning. 

*B. promotion from within. 

C. affirmative action, 

D» power of seniority. 



When a company promotes from within, employees must compete with 
for increases and promv/tions. 

A . applicants 

B. management 
*C . co-workers 

D. none of the above 



A person could advance his/her marketing career in a business by 
advancing from salesperson to depar ^nt manager to buyer. To be 
succei^sfUl, a person needs persistance and initiative. Whenever 

possible, employees with initiative will try to .other 

jobs within the business. 

A . obtain 

B. avoid 
•C . learn 




D, supervise 
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C004s Identify a tentative marketing occupational interest* 

Career goals are flej'-ible, and people may change them seversLL times 
during their lives. 

True* False 



A person^s family and education has little influence on his/her 
career preparation. 

True False* 



Along with analyzing your interests and abilities, you must also 
when preparing for a career in marketing. 

A. recognize the required competencies 

B. explore career opportunities 

C. market your interests and abilities 
*D. all of the above 




COOS: Develop a confident attitude toward participating in an employment 
interview. 

When participating in an employment interview, it is best to arrive: 

•A. a few minutes before yoi.r scheduled time. . 

B. on time. 

C. a few minutes past your scheduled time. 

D. with a friend or relative.. 



You should bring with you to a job interview, 

A. additional copies of your resume 

B. a list of references with addresses and telephone numbers 

C. pen and paper 
•D. all of the above 



Past employers and relatives are good choices to use for personal 
references . 

True False* 
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Often you can ssake a good ispression by making yourself 
knowledgeable about the companies products » services » or operations 
in advance of the interview. 

True* False 



C006: Meet the standards of appearance and behavior required for the 
Interview. 

When dressing for an inteiview, one should: 

•A. limit the amount of jewelry worn. 

B. wear jewelry that is bound to gain attention. 

C. wear only fine quality gold* 

D. wear layers of jewelry in a stylish manner. 



When responding to questions asked by an interviewer, 

A. answer the questions briefly 

•B. answer the questions fully 

C. lie if you feel the ne«i 

D, talk about yourself a lot 



It is beneficial to visit a potential employer to determine how 
present employees are dressed prior to the interview date. 

True* False 



C007: Con^lete a personal resume. 

Which of the following information is optional on a resume? 

A. name and address 

B. experience 
C • education 

•D. personal information 




The should provide complete detail?j about your 

education and experience. 

A. cover letter 

B. letter of application 
•C . resume 

D. letter of inquiry 
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If ther is only one typing err*or in your resume, then the resume 
would be considered as acceptable* 

True False* 



0008: Complete employment application forms for marketing employsoent. 

are often used by the payroll office to complete 

your employment records. 

A. cover letters 

B. letters of application 

C . resumes 

•D. applications 



It is critical that all information placed on an application is an 
honest representation of you. 

True* False 




Carefully following directions on an application is time consuming 
and unnecessary since all applications contain the same questions. 

True False* 



C009: Recognize the purposes and types of employment tests and general 
guidelines for taking them. 

Employment, tests are one way to ensure that the applicant is not 
over-qualified for the position. 

True* False 



Employers give employment tests to: 

A. select qualified applicants. 

B. obtain additional information. 

C. identify "promotable" individuals. 
•D. all of the above 




The person ♦s score on psychological tests are compared to other 
employees In the business to check for compatabillty among 
eo^loyees . 



True* 



False 



C010: Complete a personal interview and follow-up. 

If a personal interview ends with the applicant getting the Job, the 
applicant should: 

A. ask where and when to report to work. 

B. thank the interviewer. 

C. leave immediately. 
*D. both A and B 



A thank you letter or a follow-up telephone call demonstrates 
interest in the job and keeps one's name in the mind of an employer. 

True* False 




If an applicant isn't sure whether or not a particular position will 
meet their personal requirements after being interviewed, then it is 
acceptable to take the job and then fail to report to work. 

True False* 



Even if you aren't qualified for a job and the interviewer turns you 
down, you should express thanks for being interviewed. 

True*' False 



coil: Explain the ingjortance of rules and regulations in a business. 

A pricing policy should reflect the value v*iich customers expect to 
receive and the image you wish to establish. 

True* False 




Store policies are established rules or guides that employees are 
expected to follow in the daily operation of the business. 

True* False 



o 
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Enforcement of store policies results in: 




A* less confusion and disagreement among employees. 

B« loyalty to the enqployer. 

C. increased job satisfaction. 

•D. all of the above 



C012t Describe desirable work habits. 

^_ means that the employee resper.t;.^ the employer and 

maintains confidentiality. 

A . Honesty 

B. Cooperation 
•C . Loyalty 

D, Initiative 



demonstates the ability to get along well with 




coworkers, supervisors, and customers. 

A . Empathy 

»B. Cooperation 

C. Loyalty 

D, Initiative 



Looking for more work when you run out of things to do is a 
demonstration of: 

A. honesty. 

B. cooperation. 

C. loyalty. 

*D , initiative . 



0013: Explain gross pay and net pay. 

. is deducted from gross pay. 

A. Social security tax 

B. Federal income tax 

C . Overtime 

•D. Both A and B 
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Which of the following deductions is mandatory by federal 
regulations? 

A. hospitilization 

•B. social security 

C. oontributiona to charity 

D. pension fund 



Total deductions are subtracted from total earnings to obtain the: 

•A. net pay. 

B. gross pay. 

C. base pay. 

D. base salary. 



COU: Identify ways of tying school and work experiences together. 

DECA is a way for marketing students to gain actual experience in 
applying marketing competencies. 

True* False 



The purpose of the marketing internship program is to allow students 
to: 



A. go to school half a day. 

B. rec<3ive part-time vocational instruction. 

C. receive on-the-job training. 

D. both A and C 
»E. both B and C 



Interviewing your supervisor or a local business owner regarding 
local marketing trends is a way of tying school and work experiences 
together. 

True* False 
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DUn$ HUMAN RBUTIONS IN MARKETING 



D001: Define human relations. 



is the art of gettiwg along with others. 



*A. Human relations 

B. Human behavior 

C. Human interaction 

D . Psychology 



Human relations is more a sci3no<* than an art. 
True False* 



As an art, human relations consists of a broad range of ideas or 
principles instead of a set of established facts. 

True* False 



D002t Identify the prominent human relationships in marketing businesses. 



The goal of human relations in marketing is to; 

A. gsin the cooperation of others. 

B. increase production through people. 

C. achieve satisfaction from working. 
•D. all of the above 



What is the major reason that people lose their jobs? 

A. They lack technical knowledge 

•B. They are not able to get along well with others 

C. They Cfinnot carry out job tasks 

D. None of the above 



Studies indicate that people lose their jobs more often because they 
fail to gat along with others than because they are unable to do the 
job. 

True* Fa j j<» 



• 
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D003: Identify the inportanoe of self-understanding in establishing effective 
human relationships. 




Every human being lives in a constant state of: 



A. anxiety » 

*B. change* 

C, distress. 

D. understanding. 



After you have completed a self-appraisal, the next step is toj 

A. evaluate your personality. 

•B, analyze your evaluation, 

C. develop a plan of action. 

D. start making changes. 



Start with the traits that are the most difficult to improve when 
changing your personality. 

True False* 




Any personality trait can be changed easily with true desire. 



True False* 



D004; Analyze personal interests, aptitudes, traits, abilities, and attitudes. 

, is the desire to achieve and succeed and is an 

in5>ortant trait to possess. 

•A . Motivation 

B. Self-control 

C . Loyalty 

D . Enthusiasm 



A feeling or desire, such as love, hate, fear, anger, pride, or 
worry is: 

a trait, 
an emotion, 
self-conf idonce . 
an attitude. 
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The abiiity to learn or understand from past experience and to 
acquire aitd retain knowledge is known as: 

A . sel f -oonf idence • 

*B. intelligence. 

C. evaluation. 

D. prestige. 



D005: Identify personal strengths and weaknesses. 

Center your attention on the qualities desired by employers i^en 
identifying personal strengths and weaknesses. 

True* False 



Once you have analyzed your strengths and weaknesses, you mist 
accept the fact that your personality can be improved. 

True* False 




An is an ability, capacity, or talent. 

•A . aptitude 

B. attitude 

C . emotion 

D. interest 



POOS: Describe the iuportance of a positive self-image. 

A person mist experience a series of successes to develop a feeling 
of: 

A . professionalism . 
•B . sel f-conf idence . 

C. prestige. 

D. maturity. 





To be effective, you naist be able to your human relations 

skills when confronted with different circumstances. 

•a . adapt 

B. defend 

C . repress 

D . sacrifice 



Self-concept includes your perceptions of your 




A. special abilities. 

B. traits. 

C. life roles. 

»D. all of the above 



D007: Identify resources for self-understanding. 

Tour own evaluation of your personality is called: 

A . se 1 f-unders tand ing . 

B. self-observation. 
•C. self-appraisal. 

D. internal appraisal. 



If your job duties seem vague or unclear, you should 

A. oonceal your ignorance as long as possible. 

*B. seek clarification from your supervisor. 

C, seek support from your co-worker. 

D. submit your resignation. 




Which of the following sources would b-s a resource for understanding 
Job descriptions. 

A. Dictionary of Occupational Titles 

B. Encyclopedia of Careers 

C. Vocational Guidance 
•D. all of the above 



D008: Develop a r"'an of short and long-term goals. 

If your goals are set too high, it is likely that you will: 

•A. Decome discouraged. 

B. gain encouragement. 

C, enjoy the challenge. 



A . Maps 

B. Evaluations 
•C. Goals 



provide a plan of action for- achievement. 
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When planning for achievement a person oust; 




A. set long-term goals. 

B. set short-term goals. 

C. plan to achieve goals < 
•D. all of the above 



D009t Develop harmonious professional relationships with co-workers, 
supervisors, and managers. 

Not working as a team can result ins 

A. hard feelings among team members. 

B. individual achievement. 

C. a lack of customer confidence. 
»D. both A and C 



Co-workers, supervisors, and customers are: 

•A, interdependent. 

B. independent. 

C. counter dependent. 

D. interrelated. 

Harmonious on-the-job relationships help make a business run 
smoothly and create a pleasant atmosphere for the people who work 
there. 

True* False 



D010: Develop relationships with customers that will favorably represent a 
business. 

The development of employee pride in the business helps 

•A. reduce eirployee turnover 

B, reduce t'.ie necessity foi empoyee promotion. 

C, increase absenteeism. 

D, increase lack of confidence. 
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The major value of consumer advisory boards is that they are: 




A. making shopping easier for customers* 

B. helping create marketing policies. 

•Co sources of marketing research information, 

D. profitable to the store. 



Which of the following items contributes to enthusiasm for others? 

A. Being self-centered 

B» Pretending 

C. Being indifferent 

*D. Desiring to help 
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DUTY: MARKETING OPERATIONS 

EOOl: Perfora addition and subtraction applications in marketing, 

What ia the difference between the following numbers? 
482 
121 

•A. 285 

B. 295 

C. 579 

D. 679 



What is the sum of the following column of numbers? 

$ 53.19 
26.78 

69.69 

A. $180.73 

B. $181.72 

C. $190.83 
•D. $191.82 



As part of your employment test at a business, you have been asked 
to add the columns of figures and identify the correct answers. 

1) $ 24.95 2) $ 95.67 

16.79 86,99 

14.54 23.44 

9.72 37.65 

105.36 25.74 

55.10 68.28 

18.92 114.57 

"68.28 38.52 

79.75 9.68 

8^.97 15.79 

64.87 JiiJi 

A. $443.29, $565.07 

B. $443.25, $565.07 

C. $543.26, $465.09 
»D. $543.25, $565.09 
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EOQZi Perform multiplioation and division applications in marks ting. 




A sales Qheok indicates the following: 

4 items at $1.29 
Identify the amount of the purchase (excluding sales tax). 

A. $ .33 

B. $ .34 

C. $5.00 
•D. $5.16 



What is the quotient of the following division problem? 
$982 divided by 8 

A. $ ,75 

B. 8 

«C. $122.75 
D. $982 




What is the mininwm monthly payment on merchandise purchased on a 
12>month contract v^en the beginning balance of the account is 
$849.85? 

A. $68.02 

»B. $70.82 

C. $78.02 

D. $60.82 



E003: Perform fraction and percentage applications in marketing. 

What is the sum of the following fractions? 
5/12 ■¥ 3/12 + 3/12 = 

A, 10/12 

B. 9/12 
»C. 11/12 

D. 1/2 



Solve the following problem dealing with percents. Round to two 
decimal places. 

16 is what percent of 82? 

A. 18$ 
»B. 19.5156 
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Solve the following problem dealing with percents. Round to two 
decimal places. 

k2 ia 90$ of what number? 

A. 47.78 

B. 48.65 
»C. 46.67 

D. 45.68 



What percentage is 4/9? 



Calculate correct prices of products or services and total amounts of 
purchases. 

You are purchasing 2 1/2 yards of material at $4.50 per yard. What 
is the total price before taxes? 

A. $9.25 

B. $10.25 
»C. $11.25 

D. $10.75 



Your are purchasing 3/4 of an ounce of chocolate at $.80 an ounce. 
What is the price before taxes? 

A. $.20 

B. $.40 
»C, $.60 

D. $.30 



Your are buying a pound and one-half of cookies that sell for $2.40 
per pound. What is the price before taxes? 

A. $3.40 

•B. $3.60 

C. $3.00 

D. $3.80 



A. 
»B. 

C. 
D. 



33% 
44$ 
66$ 
77$ 



43 

115 



E005: Handle various types of payment for purchases. 




Using the leaist number of coins and bills, calculate the 
denominations of the change a customer would receive if the amount 
of the sale was $9.52 and the customer gave you a $20.00 bill. 



A. 
•B. 
C. 
D. 



3 pennies, 2 quarters, and one $10 bill 

3 pennies, 2 dimes, 1 quarter and one $10 bill 

2 pennies, 2 dimes and one $10 bill 

2 pennies, 3 dimes, 1 quarter and one $10 bill 



If a customer pre.^'jnts a majiufacturers coupon for a free item of 
merchandise when they purchase a related item, this is known as what 
type of coupon? 

•A. Vendor coupon 

B. Store coupon 

C. Cash coupon 

D. None of the above 




Companies which issue their own credit cards have either invalid 
lists or toll ft*ee telephone numbers by which businesses verify 
charge card numbers. What is the purpose of such a check? 

A. To avoid getting authorization from the credit department. 

B. To assist in computing the total sale. 

»C. To determine if the card has been lost, stolen or expired. 
D. None of the above 



EOOSs Handle returns for exchange, cash refunds, or charge credit. 

When a customer making a return has a charge account, the full cost 
or a set percentage of the cost of the merchandise returned may be 
credited to their account. 

True* False 



A merchandise certificate or scrip coupon that can be used instead 
of caon for the purchase of merchandise la a; 

•A. due bill. 

B. credit refund. 

C . exchange refund . 

D . coupons . 




o 
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Carol purchased a pioture from a business that has a money back 
guarantee. When she got it home she noticed it was defoctive. She 
can expect what kind of exchange when she takes it back to the 
business? 

A, credit refund 

B. due bill 
»C. cash refund 

D. even exchange 



Handle COD and layaway sales transactions. 

Angie has been making payments on a stereo for three (3) months. 
She is on her way to make her final payment and take her stereo 
home. She has been using: 

A. credit sales. 

B. COD. 

C. charge sales. 
•D . layaway . 



Usually, a COD sale will be handled when customers 

A, are shopping in the store. 

B. purchase a large number of goods at the same tine. 
•C. order goods by telephone or mail. 

D. are offered special trade credit discounts. 



An item of merchandise is being sent to a customer. Calculate the 
total due for the following COD transaction. 

Selling price of merchandise $25.00 

Sales Tax Rate: k% 

Postage Charge: $1.00 

COD Charge: $1 .00 



A. $29.00 

»B, $28.00 

C. $26.00 

D. $27.00 



Explain importance of inventory control. 

In recent years careful inventory controls have become more 
important than ever. 

True* False 
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As an employed of a local retail business, you have assisted in the 
store *s yearly inventory. If the physical inventory is less than 
the book inventory, it is calledi a(n): 




A . overage . 

B. right. 

C . even . 

•D . shortage . 



The system of record keeping that shows a retailer what he/she has 
on hand is: 

•A. inventory. 

B. buying plan. 

C. merchandise plan. 

D. pricing policy. 



E009: Explain the term perpetual inventory. 

Sherri owns a high fashion dress boutique. She needs to keep 
inventory records daily. She uses what type of system? 

A . physical 

B. book 




. perpetual 
. dollar 



A perpetual inventory is when each item is hand counted. 
True False* 



The last physical inventory showed that 97 shoes, size 8, were on 
hand. Since then 5 were sold one week, 10 another and 12 another 
week. The perpetual inventory should show how many on hand? 



A. Qk 

»B. 70 

C. 62 

D. 75 




E010: Explain the procedures of a physical inventory . 

Physical inventories can be the most inexpensive and easiest to take. 
True False* 
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A preinventory is taken to: 




A. insure physical inventory is correct, 

B. obtain inforisation for ordering. 
»C. prepare for sales to r«luce stock. 

0* all of the above 



A physical inventory can bf* taken: 

A. once a year. 

B. once a month. 

C. once a week. 
•D. all of the above 



soil: Explain the importance of pricing. 

Price is important in determining profits for the marketer. 
True* False 




When the price of a product is high, consumer demand will usually be 



A . unchanged . 

•B. low. 

C. high. 

D. about average. 



If an item is priced too low, the customer may perceive the product 
as inferior. 

True* False 




E012: Define the terminology used in pricing. 

Laura is planning to buy a new car. She is very good at negotiating 
and is planning to get a good trade-in allowance on her old car. 
She is looking for a dealer that has: 

A. one price policy. 

•B. variable-price policy. 

C. price line policy. 

D. special price policy. 
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The difference between the coat of the merohandiae and the actual 
price at which it is sold, and may include markdowns is: 




A. original markup. 

B. cutmlative markup. 
*C. maintained isarkup. 

D. initial markup. 



The diffsrenoe between the cost of an item and its retail selling 
pr'cse is called 

A. mark cu. 

B. markdown. 

C . markup . 
•D. A and C 




E013: Calculate mai-k-up and mark-downs. 

An item is marked $119.00. T^e store is offering a HQ% discoy-^t. 
What is the price of the item? 

A. $47.70 

»B. $71.40 

C . $82 .20 

D. $57.70 



If the retail price of a product is $50 and the mark-up is $20, the 
mark-up percentage based on the cost of the merchandise is: 

A. 40$ 

»B. 66.7$ 

C. 60% 

D. 16.7$ 



Eric was shopping for a new sweater and found a rack of them on 
sale. The regular marked price was $45.00 and the sale price was 
$15.00. What was the percentage of markdown on retail? 

A. 40$ 

•B. 66 2/3$ 

C. 75$ 

D. 67$ 




B014t Arrang«» currency and coin in oa^h draw-sr. 




In arranging cmrenoy and coins in a cash drawer, the smallest 
denomiati.on(s} of cash and coin should ba pXaCdd in 

•A. the right hand compartments. 

B. the left hand oompartioents. 

C. either the right or left hand compartments. 

D. none of the above 



Uiiilizing the illustration ^elow, answer the following questions. 



1 


2 


3 


4 


5 


6 


7 

1 


8 


9 


10 



In which compartment of the cash drawer should a cl^rk put $5.00 
hills? 




ii. Compartment labeled ifl 

B. Compartment labeled #3 

•C. Compartment labeled #4 

D. Compartment labeled 05 



In which compartment of the cash drawer should the clerk put 
quarters? 

•A. Compartment labeled #7 

B. Compartment labeled #8 

C. Coi£partment labeled #9 

D. Compartment labeled ^10 



E015: Maintain proper amount of cash in appropriate denominations in cash 
drawer . 

When you proved your cash at the eni of your shift the day before, 
you counted it very carefully. Therefore you do not have '■o count 
it again today. 

True False* 
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The change placed In 
called the: 



the register at the beginning of each day is 




A. cash fund. 

*B. change fund. 

C. buying change. 

D. account change, 



Converting bills into change for your cash drawer is called: 

A. cash closing. 

»B. buying change. 

C. selling change. 

D. fund exchange. 



E016: Balance cash drawer against cash register reading. 

If the audit tape is more than the totai '^f the cash drawer, then 
the cash is: 

A. proven. 

B. over. 
•C . short . 




void . 



If the detail audit tape is less than the cash drawer, the cash is: 

A. short. 

B. void. 
•C . over . 

D. None of the above 
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At the end of the day you have: 

Cash in drawer $190.00 

Total voided 10.00 

Total cash paid out 25.00 

less original change fund 60.00 

total sales shown on audit 

tape $145.00 

This is a: 

A. $20 cash shortage. 
•B. $20 cash overage. 

C. $30 cash shortage. 

D. $30 cash overage. 
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MARKET PLANNING 

Explain the marketing concept. 

A QOEBpany whose sialn eo^dhasis is on production of a product is 
guided by a marketing concept. 

Tru© False* 



Fulfilling the needs of customers at a profit is called: 

•A. the marketing concept. 

B. the marketing challenge. 

C. facilitating business operations. 

D. none of the above 



The foundation of the marketing concept is: 
A. producers beware. 

*B. needs of customers always come first. 

C. buyers beware. 

D, businesses should be concerned with quality. 




F002: Explain historical developc^nt in business that led to the adoption of 
the marketing concept. 

Why was there little need for the marketing concept before the 
Industrial Revolution? 

A. Mass production was the main concern. 

B. Most products were imported from Europe. 

C. Mass advertising wasn't popular yet. 

•D. Americans produced most goods for their personal consungjtion 
and purchased very little. 



Ford Motor Company began manufacturing automobiles in the earily 
1900 »s. At that time Henry Ford stated, "We will manufacture cars 
in any color the customers wants, as long as it is black." Today 
Ford Motor Company produces cars in a wide variety of colors to 
satisfy customer needs. This is an example of t 

form utiity. 

a facilitating activity, 
the marketing concept, 
target return. 



DUTY: 
FOCI; 





B. 
•C. 

D. 
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The marketing concept existed long before the start of the 
Industrial Revolution. 



True False* 



Ford Motor Company began manufacturing automobiles in the earily 
1900*3. At that time Henry Ford stated, "We will manufacture cars 
in any color the customers wants, as long »s it is black." Today 
Ford Motor Company produces cars in a wide variety of colors to 
satisfy customer needs. This is an example of : 

A. form utiity. 

B. a facilitating activity. 
•C. the marketing concept. 

D. target return. 



F003: Give examples of the marketing concept in action. 

Which of the following are considered consumers? 

A . government 

B. individuals 

C. institutions 
»D. all of the above 

A successful marketer learns which goods and services will; 

*A. satisfy customer needs. 

B. be produced easily. 

C. compete in the marketplace. 

D. all of the above 



Manufacturers try to produce goods in direct proportion to: 

A. producer demand. 

B. product utility. 
•C, consumer demands, 

D. climatic and environmental factors. 
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F004s Explain the role that product/service planning activities play in a 
company success in the marketplace. 

Which stages in tho product life cycle are considered in product 
planning? 

A . introduction 

B. pre-introduotion 

C . grovrth 
•D. all stages 



Product planning is a way for companies to keep up with ever- 
changing market conditions. 

True* False 



Larger selections within a product class has little effect on 
product planning. 

Trufe False* 




F005j Identify factors that influence product/service planning. 

Marketing strategies are by changes that occur in the 

marketplace. 

A. not influenced 

B. increased. 

C . decreased . 
*D , affected . 



The product objectives which guide product plans are usually 
similiar for companies within the same industry. 

True False* 



It is nearly in^jossible for companies to keep up with changes in the 
marketplace. Because this is true, companies should attempt to 
create stable product plans that don*t react to change. 

True False* 
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F006; Identify the laethods of gathering primary marketing data. 

External data is never considered to be primary data. 
True False* 



It is oomiDonly known that the most effiective type of survey for 
collecting primary data is? 



A. mail questionnaire. 

B. telephone ijiterview. 
•C, personal interview. 

D. third-party interview. 



Market researchers are sometimes employed to collect primary data. 
True* False 



F007: Apply one or more of the methods to gather primary data. 



T:-«e form of primary research involving a scale model or 
representation of a real marketing situations is: 

A. mail •'^iterview. 

B. inter .lal data. 

C. test marketing. 
•D. experimentation. 



Primary research gathered by watching people without interviewing 
them is called: 

A . experimentation . 

•B. observation. 

C . panel . 

D . survey . 




A form of primary research in which a leader meets with a group of 6 
to 10 consumers about a specific product or service and discusses 
how the group members feel about the product or service is called aj 

A. panel group. 

B. survey group. 

C. test market group. 
•D. focus group. 
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F008: Explain the diffdrence between the total market approach and the 
segmentation ^proaoh to product planning. 




Market segmentation is a concern for retailers only. 
True False* 

How can n^rket segmentation benefit a business? 

•A. Provides greater efficiency in marketing a product 
successfully. 

B. Provides more custonjers. 

C. Provides greater appeal to the general population, 

D. All of the above 



The potential customers for a product or service are known as a(n) : 

•A. market. 

5. corporate chain. 

C . cooperative . 

D. economic system. 




F009: Cite examples of specific products/services and their target markets. 



Superman comiic books have advertisements directed toward which of 
the following target markets? 

*A. children 

B. young adults 

C. middle-aged adults 

D. senior citizens 



Business Products Inc., is planning to advertise a new large 
cp'^acity, three color fax machine. In which magazine should they 
advertise to reach their target market? 

A. Better Homes and Gardens 

»B. Fortune 

C. Journal of Applies Psychology 

D. Reader *s Digest 




Tropical Tan would like to conduct an advertising campaign for a new 
tanning lotion, but it is December. It would be best if they waited 
until April before beginning to advertise. 

True False* 



ERIC 



55 



12 



?010j Identify the functions of paekagirig to nieet the needs of specific 
marketing. 






Clorox Bleach bottles have a no-spilX spout* What is the advantage 
of this type of packaging? 

A. Contains the product 

B. Identifies the product 

C. Promotes the product 

•D. Makes the product easy to use 



Lucky Charms Cereal boxes have a co3 ff*ul picture of the leprechaun 
and a bowl of the cereal. The funct^.n of this packaging is to: 

A. contain the product. 

B. identify the product. 

C. promote the product. 
•D. all of the above 



A product packaged in a container that is a diff^erent shape and /or 
size than the competitors* packages is trying to make the product: 

•A. easy to identify. 

B. less expensive to package. 

C. easier to handle in shipping. 

D. all of the above 



F011: Define product line and product mix. 

Wilson Company, manufacturer of sporting goods, calls the group of 
different types of tennis rackets a: 

A. product plan. 

B. product mix. 
*C, product line. 

D. product item. 



Companies sometimes offer different quality and/or price grades 
within a product line. The least expensive brand in a line used to 
coB^ete with other companies low-price strat^ies is called a: 

A. licensed brand. 

•B. fighting brand . 

C. individual product brand. 

D. private brand. 
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A broad product mix can help protect a company from great losses 
viien one product is unsuccessful. 

True* False 



F012: Identify the stages of the product life cycle. 

During the stage of the product life cycle, a decline 

in popularity is evident. 

A. maturity 

B. introduction 
•C, decline 

D . growth 



A product achieves its highest level of sales at the 
stage in the product life cycle. 

A, introduction 

B. growth 
•C. maturity 

D, decline 




Fashion classics tend to reach and remain at the stage 

of the product life cycle. 

•a. maturity 

B. introduction 

C. decline 

D . growth 



F013: Explain the steps in product planning. 

Which of the following is the source of new product ideas? 

A. Research staff 

B. Competitors 

C. Customers 

•D. all of the above 




Which of the following is the final step in product development? 



A. Evaluate ideas 

•B. Market the product 

C« Test the product 

D. Screen ideas 



The model of a new product is called the: 

A. product specification. 

B. trial item. 

C. idea layout. 
•D . prototype » 



DUTlf: PHYSICAL DISTRIBOTION 



0001: Aoourately oheok shipment of items against an invoice. 

A bill sent by the seller that describes the merchandise purchased, 
the price, and shipping and billing terms is call thei 

A. waybill. 

B. price code. 
•C . invoice . 

D. three-part ticket. 



Receiving clerks use the method of checking the 

shipiaent when they have copies of invoices or purchase orders. 

•A. open check 

B. blind check 

C. spot-check 

D. close check 




The method of checking the shipment is used to save 

time when the seller is well known and reliable. 

A. open check 

B. blind check 
»C . spot-check 

D. close check 



G002s Handle incorrect amounts or types of goods. 

The step in returning merchandise is to: 

•A. make out a bill of lading. 

B. make sure the goods are properly packed. 

C. arrange for transportation. 

D. check the goods to be returned against the return form. 



If receiving records are not handled carefully and there is damaged 
merchandise, how could a business be hurt? 

A. May be sued by the carrier 

»B. May not be able to collect on claim 

C. May be fined for keeping incomplete records 

D. All of the above 
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The is responsible for covering the co&t of goods 

when they are damaged during shipment. 

A. receiving clerk 

B. purchasing agent 
*C . carrier 

D. seller 




G003t Mark prices on various types of goods. 

means that the price is decided upon t^en the item is 

ordered . 

A. Prepricing 

B. Sampling 

C. Pre invoicing 
•D. Preretailing 

Prices are marked on merchandise for the benefit of: 

A. customers. 

B. buyers. 

C. salespersons. 
•D. all of the above 



To- determine which price to mark on a particular item, check the 
items already on the selling floor. 

True False* 



GOO^: Identify housekeeping duties in connection with proper stock care. 

Which of the following housekeeping functions are normally done at a 
retail business? 

A. sorting 

B. shelving 

C. stacking 

•D, all of the above 
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Inefficient handling of business operations may result in: 




A. delays in receiving and marking goods. 

B. equipment breakdovms. 

C. theft. 

•D. all of the above 



_________ are used to handle more goods at one time, handle 

gooda as little as possible, and use machines instead of hand labor. 

A. Unit loads 

•B. Pallets 

C. Storage Containers 

D. Conveyor belts 




G005s Exercise precautions with equipment to prevent accidents. 

Who is responsible for seeing that the equipnient and facilities in a 
retail business are in safe operating order or reporting unsafe 
conditions? 

A . Department managers 

B. Safety supervisors 

C. Store manager 
•D. All employees 



When lifting a load , it is important to place the heavy strain on 
your; 

A. shoulders. 

B, back. 
•C. legs. 

D. forearms. 



When opening a box with a cutting instrument, you should cut toward 
yourself. 

True False* 




G006: Exercise precautions with stock to prevent accidents. 

Merchandise in shipping cases should not be left unattended on the 
retail selling floor. 

True* False 
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When stocking merchandise on shelves, one should: 




•A. ensure the shelf*3 stability* 
B* stand on the bottom shelf to reach the top better* 
C* push the old merchandise to the baok of the shelf before 

stockings 
D. all of the above 



When carrying a heavy or awkward carton: 

ask for help* 
B* carry it on your back. 

C. carry it on your shoulder* 

D. all of the abovts* 




GC07: Identify Importance of preventing stock shrinkage;?* 

are responsible for reducing inventory shrinkage. 

A* Receiving clerks 

B* Stock clerks 

C o Managers 

*D* All employees 

Losses due to deterioration can be prevented by keepiro' stock clean* 
True* False 



When business records indicate that merchandise stock does not 
correlate with the actual merchandise county ^he business is 
experiencing a(n): 



A* short supply. 

B* poor record keeping. 

*C. inventory shrinkage. 

D. stock shortage. 




DUTY; SALES PROMOTION 

H001: Identify the major advertising media used to promote sales. 

The number one retail advertising medium is 

A* television. 

•B. newspaper. 

C. direct m±\. 

D. radio. 



The is now the prims family entertainment medium. 

A . magazine 

B. radio 

*C. television 
D . newspaper 



Most direct mail advertising is sent? 

*A. third-class bulk rate. 

B. first-olass mail, 

C. federal express, 

D. by courier. 



The key to any successful direct mail campaign is a complete: 

A. printing department. 

B. transportf^'-ion system. 

C. postal system. 
»D. mailing list. 



H002: Identify the basic types of displays used to promote sales. 

show merchandise as it would look in actual use with 

related items. 

A. Open displays 

•B. Model displays 

C. Closed displays 

D. Point-of-purchase displays 
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Department and specialty stores use 
oosmeticsj hosiery and other small items. 



to sell 






A. open displays 

B. model displays 

C. closed displays 

•D. point-of-purehase displays 



jewelry, 



are often used to show expensive items such as 



A. Open displays 

B. Model displays 
•C. Closed displays 

D. Point-of -purchase displays 



H003: Identify the special promotion activities used to promote sales. 

T-shirts, back packs and other items bearing corporate logos offered 
at a price Just covering costs are known as: 

A. factory packs. 

•B. self-liquidating premiums, 

C. direct-sales premiums. 

D» sales-lead premiums. 



Rewards offered in return for the names of prospective customers are 
called : 

A. self-liquidating premiums. 

B. direct-sales premiums. 
•C. sales-lead premiums, 

D. referral premiums. 



Small toys or prizes found in boxes of children's cereal are known 
as: 

A. mystery premiums. 

B. self-liquidating premiums. 

C. direct-sales premiums. 
•D. factory packs 
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HOO^j Identify how sales promotion benefits the marketing business, employee, 
and consumer. 

Sales promotion benefits the marketing business, employees and the 
consumer. 

True* False 



To some customers the viles promotion is Just as important as the 
product. 

True* False 



Increased sales due to promotions benefit: 

A. the company. 

B. the employee. 

C. the customer. 
•D. all of the above 





H005: Identify the major elements of a print or broadcast advertisement. 

Which of the following media best allows the advertiser to reach a 
specific target audience? 

*A . Magazines 

B. Radio 

C. Television 

D. Outdoor advertising 



Which of the following media has the greatest affects on the 
consumers senses? 

A. Radio 

•B. Television 

C, Outdoor advertising 

D. Transit advertising 



Which of the following print media is most likely to be retained for 
an extended period of time? 

A. Newspapers 

»B. Magazines 

C. Direct Mail 

D . Flyers 
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Read newspaper advertisements to keep Informed of the advertising done 
by a business and its competition* 




Which of the following statements about newspaper advertisements is 
true? 

A. Ms must be prepared weeks in advance. 

B. Newspaper ads make poor shopping guides. 

•C. Ads can be prepared and inserted Just hours before publication. 
D. Newspaper ads rarely include coupons. 



advertisements appear throughout a newspaper and use 



pictures, art or different styles of type to attract attention. 

•A . Display 

B. Classified 

C . Specialty 

D . Diversified 



Classified advertisements are used to sell u&ed personal household 
furnishings and to advertise personal services. 

True* False 




H007: Recognize broadcast promotions by a business and its competition. 

There is little concern among competitors to buy up television spots 
on popular telecasts such as the Super Bowl. 

True False* 

Local retailers with heavy competition may want to consider network 
advertising to increase their market share. 

c 

True False* 



When competition is at a low, advertising is primarily intended to 
bring customers into the business. 

True* False 
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Read current promotion material sent out to consumers by a business and 
its competitors (ex. catalogs » manufacturers* brochures* etc.). 



• 



Because of its personal effect » direct mail advertising is most 
popular among businesses. 

A ♦ large 

B* medium-sized 

C. small 

•D. all of the above 



How can retail business managers inform en^loyees of advertising 
promotions? 

A. Post copies of ads in employee lounge. 

B. Post copies of ads at each cash register. 

C. Tell employees about ads at weekly meetings. 
•D. All of the above 




Which of the following is SQX a benefit of direct mail? 

A. The advertiser can direct the message exclusively to customers. 

B. Direct mail can be highly creative. 

•C. Direct mail is a great source of entertainment. 
D. The results of direct mail advertising are easy to measure. 



H009: Identify the costs of various advertising media. 

The cost of advertising is relative to the number of possible 
customers reached. 

True* False 



There is little difference in the cost of a billboard placed in the 
middle of a large city and the cost of one placed in the country. 

True False* 



The cost of advertising is based solely on the amount of space or 
time purchased. 

True False* 
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H010: Identify the inportance of visual merchandising as it applies to a 
business* image. 




An effective storefront: 



A. provides an attractive "picture frame". 

B. harmonises with the image of the business. 

C. invites the customer to stop and enter. 
•D, all of the above 



I-Jhich of the following is HQI a basic rule concerning window 
displays? 

•A. Maintain currency by changing displays weekly. 

B. Relate to the season or current events. 

C. Reflect the personality of the store and its merchandise. 

D. Relate to the store's advertising and promotion. 



The corwlition of the outside of a marketing business has no affect 
on whether or not a customer will buy there. 

True False* 




H011: Select appropriate, seasonal, and timely display merchandise. 

Identify the item appropriate for promotion during the spring. 

A. Snow mobile 

•B. Grass seed 

C. Hunting coat 

D. Skis 



Which of the following seasons would be most appropriate to display 
sleds? 

A. Fall 

»B. Winter 

C. Spring 

D. Summer 
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Pastels colors would be displayed most effectively during the 
season. 




A. Fall 

B, Winter 
•C. Spring 

D« Summer 



H012: Design displays considering the basic elements of display arrangement. 

Display design include line, shape, size and weight. 

•A. elements 

B. principles 

C . goals 

D. concepts 



Display design elements deal with the appearance, or features, of 
merchandise being displayed. 

True* False 




of visual merchandising include harmony, contrast, 



emphasis, proportion and balance. 

A . Elements 

»B. Principles 

C. Concepts 

D. Goals 



HOI 3: Plan location of displays. 

Iii5)ul3e items should be placed in high value sales space, while 
demand items should be placed in less valuable areas. 

True* False 




It is your responsibility to recommend merchandise and display space 
at the business where you work. An item of merchandise should be 
allotted display space based on its: 

•A. sales volume. 

B. price. 

C. size. 

D. none of the above 
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With point-of-purchase audio visual displays, the customer can: 

A. see the product in use. 

B. taste the product. 

C. hear a description of its features. 
•D. both A and C 




DUTY: SELLING 




1001 t Identify how to analyze customer needs and wants* 

Retailers nwst pay close attention to of consumers 

A, needs and wants 
buying habits 
behavior patterns 
•D* all of the above 



Skilled salesp'iople listen closely to the needs and wants of 
customers to: 



A. push clearaice items to reduce inventory. 

match the raasons for buying with the right merchandise • 

C. pressure customers into buying the most expensive item. 

D. sell related items to the customer. 



The question "What motivates people to buy?** is so complex that it 
can not be answered by either the salesperson or the customer. 

True False* 




1002: Identify how to determine the buying motives of customers and then 
appeal to them. 

is a basic need essential to the survival of humans. 

A. Water 

B. Food 

C. Shelter 

*D. All of the above 



Joel needed a car to drive back and forth tc school and ivork. His 
dad promised to buy him a new car on his eighteenth birthday. On 
that special day he looked at several cars on several different 
lots. Then he saw the Black Mazda RXT. It performed great on the 
test drive and Joel knew that he just had to have that car. Joel's 
purchase decision is based on: 



• 



*A. emotional buying motives. 

B. patronage buying motives. 

C. rational buying motives. 

D. irrational buying motives. 
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Susie always shops at the Farmers Markec. for her produce because 
they provide f^esh fruits and vegetables at an affordable price. 
Susie's purchase Is based on: 

A. eiQotional buying isotives. 

B. patronage buying natives. 

C. rational buying motives. 

D. both A and B, 
»E. both B and C. 



1003: Approach the customer and begin the sale. 

By asking a current customer if he/she knows of anyone else who 
might be interested in the product, the salesperson is performing 
the step of a sale. 

•A . prospecting 

B. preapproach 

C . approach 

D. departure and follow-up 



The to prospecting is used when salespeople make as 

many calls as possible without checking them out first. 




A. just checking approach 



»B, cold canvas approach 

C. direct contact method 

D. endless chain method 



is completed in order to gain an interview and make 

the sales presentation. 

A. Prospecting 

B. The preapproach 
*C. The approach 

D, Determining the customer needs 



1004: Present the features and benefits of a product or service. 

An organized sales presentation is in no way a "canned" sales talk. 
True* False 
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A canned sales presentations 




A. is based on individual customer needs. 

B. allows the salesperson flexibility in the presentation. 

C. is a very effective method of selling. 
•D. sin^Jly recites product features. 



Which of the following groups of words are all product benefits? 

•A. Comfort, versj.tility , and durability 

B. Color, weight, and size 

C. Price, brand, and exclusiveness 

D. Prestige, operation, and construction 



1005; Overcome customer's objections and excuses. 

Basically the sales presentation is over once a customer makes an 
objection since it is clear that he doesn't want the product. 

True False* 



An objection could be considered a negative question, 
True* False 



If a customer says, "I like your product, but I can't affo*-*a it 
right now", the salesperson should respond by: 

A. stressing the benefits of immediate ownership. 

B. explaining various credit plans. 

C. inviting the customer back when they can afford it. 
•D. both A and B 




1006 J Close the sale. 

The sales check is completed during the; 

A. sales presentation. 

•B, close. 

C, follow-up. 

D. none of the above 
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A question that prompts the customer to commit themself to 
purchasing merchandise is known as: 

A. the last chance to buy. 

B, narrowing the choice. 
•C. a positive sales closer. 

D. recognising selling signals. 



With the close of a sal'^, the prospect becomes a customer because a 
purchase has been maUa. 

True* False 



1007: Follow-up to service the sale^ 

Handling adjustments and complaints 

A. is not part of a salesperson's job. 

B. should be done carefully and apologetically. 

C. is the easiest part of a salesperson's job. 

•D. gives the salesperson an opportunity to improve customer 
relations. 



Even when no sale has been made, the salesperson should show 
appreciation for the time and attention that the prospect has 
provided « 

True* False 



When the salesperson concludes the sale, his responsibilities ar«* 
over. 

True False* 



Once the sale is completed, a good salesperson will; 

A. ensure that all promises have been kept. 

B. follow-up on all details of the transaction. 

C. coraplote all records associated with the transaction. 
•D. all of the above. 
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1008 i Identify sources of product or service knowledge. 




Written information placed on products that reveals their content, 
size, instructions for use, etc* is called: 

•A. labels. 

B. patents. 

C . trademarks . 

D . licenses . 



Often manufacturers hold 

schools to teach product knowledge, 

A, consumer advisory boards 

B. board meetings 
»C. sales conferences 

D, sales blitzes 



which are, in a sense. 



In gaining product knowledge, the salesperson also learns how the 
product benefits customers and gains confidence in his or her 
ability to sell the product. 



True* 



False 




1009: Use information on tags, labels, stamps, wrappers, etc. to help the 
customer buy intelligently. 

is the use of containers and wrapping materials to 




protect, contain, identify, promote, and facilitate the use of the 
product. 

•A. Packaging 

B. Labeling 

C . Containing 

D . Wrapping 



t'fhich of the following factors do you need to know in order to 
evaluate a guarantee? 

A. What will be done in case of failure. 

B. What part of the product is covered. 

C. How long the guarantee is in effect. 
•D. All of the above 
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A packaging label giving information on the use, care, perforiuance , 
ingredients or other characteristics of the product is called ai 




•A, descriptive label. 

B. brand label. 

C. grade label. 

D. registered label. 



A package in which plastic film is molded tightly over a p^^oduct 
mounted on a card is called a: 

A. blister pack. 

B. flexible pouch. 
•C. skin pack. 

D. shrink pack. 



1010: Convert product or service knowledge into selling points 
Product features can be converted into: 

A. custo'^er benefits. 

B. sellir.g points. 

C. selling points to overcome objections. 
•D. all of the above. 



Each product feature is viewed as a benefit by eveiy individual 
customer. 

True False* 



When making a buying decision, the most inportant aspect to the 
customer is the product's: 

A. feataires. 

»B. benefits. 

C. selling points. 

D. spiffs. 



1011: Compare goods or services favorably with competing products or 
services. 

It makes good sense to talk bad about your competition so that 

customers won't be tempted to buy from the competition. 

True False* 
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As a salesperson, you should bring "-up and discuss any weaknesses in 
the product so that customers view you as an honest person. 

True False* 



is an effective way to compare products with the 

competition and provide reooian^ndations from satisfied customers. 

A, Referral letters 

B. Customer letters 
•C . Testimonials 

D. Rap sheets 



1012: Suggest advertised product or services needed from one's own company 
tha*- might satisfy customer's needs. 

When suggesting advertised products, it is inportant for the 
salesperso'i to know the history and background of the product. 

True* False 




"This particular perfume you're interested in is imported from 
Paris" is an example of the? 

A, service greeting. 

•B. merchandise approach. 

C. service approach. 

D. relaxed approach. 



"May I help you?" is an example of the: 

A. salutation greeting. 

B. service approach. 
•C. service greeting. 

D. merchandise approach. 




1013: Coordinate products or services with related items in an attempt to 
increase the amount of sale. 

Suggestion selling involves recommending that the customer purchase 
additional merchandise to con5)lenient the original purchase. 

True* False 
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When displaying merchandise, retailers often 
to increase additional purchases. 

A, place similar merchandise in separate departments 

B. order large shipments of related merchandise 

•C. layer related merchandise and accessories together. 
D. place related merchandise on the back wall 



A home owner decides to paint their outside deck but does not have 
the right kind of paint to do the job. Once the proper paint is 
selected, the salesperson should suggest which of the following 
items? 

A. a hammer 

B. paint brushes 

C . remover 

»D. both B and C 




lOliJ: Suggest larger quantities, higher priced goods, and additional goods in 
an effort to increase the average sale. 

Recommending that a customer should purchase higher quality 
merchandise is an example of: 

•A. trading up. 

B. trading down. 

C. trading in. 

D. trading out. 



When suggesting the purchase of additional items, the salesperson 
should avoid: 

A. making suggestions definite. 

B. showing the item suggested. 

C. providing a reason for the suggestion. 

*D. overdoing an attempt at suggestion selling. 



Asking the question "Will there be anything else?" is an effective 
way to sell additional items. 

True False* 
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1015s Identify the various types of selling, besides retailing, that takes 
place in marketing. 

sell a manufacturer's products to retailers i 




business firms, or other institutions. 

A. Wholesale salespeople 

B. Retail salespeople 

C. Manufacturers* representatives 
»D. Both A and C 



People who sell insurance and real estate are: 

A, retail salespeople. 

•B, specialty salespeople. 

C. wholesale salespeople. 

D . luanufacturers . 



Industrial selling differs from retail selling because: 

A. the industrial customers are more concentrated. 

B. demand for industrial products is derived. 

C. industrial buying process is more complex. 
•D. all of the above 




FUNDAMENTALS OF MARKETING CORE CURRICULUM 

Assessment Techniques 
June, 1989 



Assessment techniques included in this project are keyed to 
core curriculum by duty band and competency number. 




CCMIUNICATIONS IN MARKETING 



TASK# A001: Define feedback. 

TA;^^ A002t List types of feedback. 

Essay Questions; (8 points) 
1 . Write the definition of feedback , 



2. Briefly explain the inportanoe of feedback in business comnjunication. 



3« List two types of feedback and give an example of each. 
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COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# A001: Define feedback. 

TASKtf A002: List types of feedback. 



KEY 

1. Definition of feedback: (2 points) 
Reacting verbally, vocally or 
does, or seeking reaction from 
Feedback completes the cycle of 



visibly to what another person says or 
another person to vtiat you say or do. 
two-way comiounication. 



2. Importance of feedback: (2 points) 

Without proper feedback one can never be sure that others understand 
the message he/she has sent. Grave mistakes can be the result of poor 
feedback . 



3. Types of feedback: (4 points) 

Verbal - examples: asking clarifying questions 

paraphrasing 

Nonverbal - examples: body language 

gestures 

facial expressions 
eye contact 



COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASKi? A003s Explain feedback effect on human behavior. 
TASKi? A004i Speak in a business-like manner. 
TASK# A005: Use proper listening skills. 

TASK# A007: Use body language to help convey feelings in spoken communication. 
Brief Description of Activity: 

The student's communication skills will be evaluated in a role play situation. 
The student is an employee in a marketing business and has been asked by his/her 
supervisor to demonstrate the proper way to deal with an irate customer. The 
remainder of students in class will serve as new employees of the organization 
who are attending a training session. They will be asked to expla^-i feedback 
effects on the customer's behavior and to evaluate th^ effectiveness of the 
listening skills, business-like speech, and body language utilized in the role 
play. 



TASK# A003 
TASK# A004 
TASK# A005 
TASK# A007 
Directions 



COMMUNICATIONS IN MARKETING 

Ebcplain feedback effect on human behavior. 
Speak in a business-like manner. 
Use proper listening skills. 

Use body language to help convey feelings in spoken oomnwnication^ 

Evaluate the student for appropriate tasks in communication by 
placing a check by the appropriate numbei- to indicate the degree of 
competency. The rating for each task should reflect employability 
readiness. 

Rating Scale: 3 - Mastered -can work independently with no supervision 
2 - Needs improvemsnt-upgrade skill 

1 - Not mastered -requires instiniction and close supervision 

Speak in a business-like nstnner. 3 2 1 

a* Displayed attitude that the ability to comnsanicate 

skillfully in good English is essential to a person ♦s 

business advancement. 

b. Displayed skill in effective use of speech and vocabulary. 

c. Spoke clearly and pleasantly, conveying spirit and 

enthusiasm. 

d. Addressed people in a business-like manner. 

eo Chose words to minimize misinterpretation. 

f. Conveyed sincerity and interest by tone of voice. 

Use proper listening skills. 

a. Gave immediate feedback in order to ensure understanding. 

b. Made and maintained eye contact with speaker • ^ 

c. Displayed empathy in listening to speaker. 



Use body language to help convey feelings in spoken comnuni cation- 
a. Indicated enthusiasm toward the product or service by 

physical actions. _ 



b* Created a positive atmosphere through physical gestures, 
c. Indicated approval through physical actions. 
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COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# A003t Explain feedback effect on human behavior. 

TASK# A004; Speak in a buslness'>like manner. 

TASK# A005s Use proper listening skills. 

TASK# A007t Use body language to help convey feelings in spoken comnunication. 
W..Qw?stiQng 

a. What types of positive feedback did you observe? What were the effects of 
each of these actions? 

1 . Employee - 



2. Customer - 



b« What types of negative feedback did you observe? What were the effects of 
these actions? 

1 . Employee - 



2. Customer - 



COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# A004j Speak in a business-like manner. 



Brief Description of Activity: 

Communications skills of the student will be evaluated in a taped 
presentation activity. The student will assume the role of an announcer 
delivering a public service announcement (PSA) , 

Materials Needed: 

1. Student's Instructions 

2. Tape recorder or videotape equiptnent 

3. Rating sheet. 



Student's Instructions: 

Using a tape recorder or videotape equipment, develop a one minute public 
service announcement (PSA) informing the public of a community service project 
that your business is sponsoring. Include details regarding when the event will 
be held, trtiere it will be held, and the purpose of the project. 
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COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# A004j Speak in a business-like manner. 

RATING SHEET 

The announcement had an ijtitroduction. 

The announcement included information on time, 
place, and date of the activity. 

The amnouncement addressed the target audience. 

The announcement closed with an appeal for action. 

The announcement was one minute in length. 

The announcement explained the purpose of the project. 

The announcer's tempo was appropriate. 

The announcer's pitch was appropriate. 

The announcement conveyed enthusiasm. 

Grammar was correct. 

Pronunciation was clear. 

Appropriate diction was used. 



Comments: 



COMMUNICATIONS IN MAKKETING 
FUNDAMENTALS OF MARKETING 



TASK# A005: Use proper listening skills. 

In a group of 4-5 people, remove one person from hearing distance. Tell this 
person the following story s 

Go to the stockrooB at the north end of the building. Ask for the three 
small packages for John Mills. The stock clerk will give you two copies of the 
materials list. Ch«ok the materials list with the stock clerk. Sign the white 
copy. Deliver the three packages and the yellow copy to John Mills. 

Have each person tell the story to the next person in the group. Only tell the 
story once, HO REPEATS . Hand out Instruction Sheet A to the rest of the class 
to fill out as they listen to each person repeat the story. Have a group 
discussion on what went wrong, then repeat the story with Instniction Sheet B. 
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COMMUNICATIONS IN MARKETUG 
FPNDAMENTALg OF MARKETING 



TASK# A005! Use proper listening skills. 



jsssEscnm sheet a 

C»o to the stockroom at the north end of the b iilding. Ask for the three 
snail packages for John Mills. The stook oleric vfill give you two copies of the 
materials list. Check the materials list with the stock clerk. Sign the white 
copy. Deliver the three packages and the yellow copy to John Mills. 



Deletions Distortions Additions 
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COMMUNICATIONS IN MARKETING 



TASK# A005: Use proper listening skills. 

xHsnmcTiOK sheet b 

Ask Sas Mathews for the key to the yellow foi^Iift. Drive the forklift to 
the company shop in Bailding Ho. 2. Tell the oechanic to ohaxtge the rimht rear 
tire. Ask the mechanic to bang tlie ignition key on the left fbrk. Tell Barry 
to go to the shop toaorrow morning and drive the forklift bacsk here. 



Deletions Distortions Additions 



10 
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COMMUNICATIONS IN MARKETING 



TASK# A006j Use the telephone in a businesa-like manner. 



Brief Description of Acfcivityt 

The student's oomsunioation skills will be evaluated in a telephone 
conversation. The student is an en^loyee of a telemarketing firm and nust 
contact a potential customer by phone and set up an appointment for a sales call 
by a representative. Students nust develop their sales dialogue on paper prior 
to making the telephone call. 

Evaluation will be based on the student's knowledge of using the telephone 
in a business-like manner. 



Materials Needed: 

1 • Student Instructions 

2. Rating Sheet 

3. Telephone/Tele trainer (Optional) 
Personnel Needed: 

1 . One person to role-play customer 

2. Evaluator(s) 



Student Instructions; 

You are a telemarketer in a local firm in your comiounity. Your 
responsibility is to set up ^pointments with prosp.^ctive clients so that a 
sales representative may call on them. You must first develop your sales 
dialogue and then telephone a prospective client. You will be evaluated on your 
knowledge of using the telephone in a business-like manner. 
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TASK# A006: Use the telephone in a busineas-^like nmnner* 



KEY : 

Directions: Evaluate the student for appropriate tasks in comnwnication by 
placing a check by the appropriate number to indicate the degree of 
competency. The rating for each task should reflect eii?>loyability 
readiness. 

Rating Scale: 3 - Mastered -can work independently with no supervision 
^ - Needs iiBprovesent-napgrade skill 

1 - Not mas tared ^*requires instruction and close supervision 

3 2 1 

a. Identified self and oompsmy properly. . 

b. Spoke olearly and pleasantly, conveying spirit 

and enthusiasm. 

c. Displayed skill in effective use of speech and 

vocabulary. 

d. Conveyed sincerity and interest by tone of voice. 

e. Addressed other party in a business-like manner. 

f. Spoke at a normal pitch and volume. 

g. Answered questions correctly, completely, and 

cheerfully. 

h. Completed the transaction efficiently and closed 

on a note of goodwill. 

i. Exhibited tact and courtesy in dealing with the 

caller. 



COMMUNICATIONS IN MARKETING 
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TASK# A008: Read and understand written conjnunications. 



Brief Description of Activity: 

Students are to read the Crest Toothpaste case study* Direct students to 
read the case carefully* Ask the students to answer the set of questions 
regarding the case study. 

CRESTTOOTNPASTE: A CASE STUDY IN SUCCESSFUL ADVERTISiNQ 

This case study illustrates how Procter & Gamble used advertising and promotion to I ) inform 
consumers of the benefits of using CREST, itsdecay-fighting toothpaste and 2) to makeconsum- 
ers aware of changes in CREST'S formula over the years, 

A% you read thk case study, remember these basic points about advertising: 

The first job of advertising is to tell consumers the product is available. 

—Advertising tries to attract those who have a natural interest in the product and tries to get them 
to try it by telling them how it will perform. 

—Advertising must be informative and truthful. If ads promise more than the product can deliver, 
or mislead in any way, the disappointed consumer will not buy the product again. 

—Most importantly, advertising is not magic. It is part of the marketing process which, to be 
successful, must be based on a worthwhile product. A poor product will fail in the marketplace 
regardless of how well it is ad verti^^ed. 

The story of CR EST toothpaste began more than 20 years before the product was made availabfe 
toeonsumcrs. 

In the late I930*s Procter & Gamble dental health researchers and market researchers reached an 
important agreement about toothpaste. If Procter & Gamble could find an ingredient that reduced 
the chance of tooth decay and placed it in a pleasant-tasting and profKrrly priced toothpaste, 
consumers would buy the product. Procter & Gamble believed the enormous investment of time, 
money and resources would be well worth it. They felt that a toothpaste that fought cavities would 
offer a health benefit to consumers and generate long-term profits for the company. 

In the product development stage, many theories about how to prevent tooth decay were explored 
before the ar^ .wer was found. After years of research, a compound called stannous fiuoride was 
proven to be e Tective in preventing tooth decay. Numerous long-term studies with children and 
adults were the . conducted, f he results were very clear. People whc brushed with toothpaste 
containing stannous fluoride had significantly fewer cavities compared to people using the same 
toothpaste without the fiuoride formula. 

CR EST was the name chosen for the new toothpaste. Test marketing began in 1955 and expanded 
to national distribution in 1 956. Although CR EST sales were good when it was introduced, 
CR EST'S popularity began to decline in the face of stiff competition. 
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TASK# A008: Read and understand wit ten communleations* 



The basic problem was that CREST*S benefit — reduced cavities — was not easy forconsumers 
to see. Procter & Gamble decided consumers needed to hear about CR EST benefits from an 
authority they would believe. Beginning in 1954 Procter A Gamble submitted the results of the 
company's extensive clinical tests to the American I>eijtai Association (ADA). The ADA had a 
review panel that evaluated the effectiveness of dental products. However, the ADA was gener- 
ally suspicious of toothpaste claims and had never endorsed the use of a particular toothpaste. 
Procter & Gamble fought to convince the ADA of CREST effectiveness through the mounting 
evidence of clinical studies* 



ERIC 



CREST\e(Tcclivcncss in reducing cavities was so convincing that in 1960, the American r>ental 
Association rccogni7.cd CR EST toothpaste as an effective decay preventative dentifrice '^whcn 
used in a conscientiously applied program of oral hygiene and regular professional care.*" CREST 
was a significant breakthrough in decay prevention. Procter & Gamble needed to tell potential 
buyers CREST would help reduce cavities. Procter & Gamble decided to highlight the American 
Dental Association s endorsement of CR EST. Ad I is an example of one advertisement used by 
Procter & Gamble. 

Thu advertising campaign was so effective CR EST sales 
doubled the first year following ADA endorsement and tripled 
in its second. Although CR EST was selling far better than any 
of itscompcliton;, PnHrlcrA Gamble knew additional product 
development was nccc.vs;iry. I hcct»mpctition would mhih be 
ahlc tt> match ( *R I S I scileeliveness unless Procter & Gambie 
continued to look for a more effective f ormula. Between 1955 
and 1977 more than 75 fluoride formulations were tried before 
Advanced Fomiuia CREST with Fluoristat, a new cavity 
fighting system, was tested from 1977*1980. Almost 5000 
children were involved in the largest clinical study ever done 
on a toothpaste. The study showed children who brushed with 
Advanced FormulaCREST had significantly fewer cavities 

than those who used the original CREST. The new CREST 

formula, also endorsed by the American Dental Association. 

was introduced in 198 1 . Again, Procter & Gamble wanted to make consumers aware of the 
significant improvement in CREST. The compr^ny s strategy was to build on eonsumers* trust of 
original CREST and toshowthat Advanced F< rmulaCRl SI" was even better in rcducingcavities. 
American Dental Association acceptance ol the new fornnilu CR I S T appeared in the ads as well. 
Ads 2*3 and 4 illustrate the approach used in adverthing the new formula CRKST, 




Ad I 




Advanced Formttta 
Cmt oo yoor brtisli. 

I. 

7. 
S. 





Ad 2 



Ad 3 
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COMMUNICATIONS IN MARKETING 
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TASK# A008: Read and understand written cosnunications. 



Compciilion in the marketplace torccU Pri>cter& Gamble loeontmucc^^pcrimcnting with new 
Ibrmuias for CREST. In 1985 the company introduced the first tartar control formula toothpaste* 
CREST Tartar Control Formula. Thecompany recognized tartar was something few people 
understood and most people were loyal to their regular toothpaste. To add to the confusion, 
competitors were claiming their toothpa?iteji reduced plaque. While this statement istrue(all 
toothpastes adduce plaque), most consumers thought plaque and tartar were the same thing. How 
would Procter & Gamble persuade consumers that CREST Tartar Control Formula was a worth- 
while product? Extensive advertising and promotional strategies were used to educate consumers. 
A major promotion to int rod uce the new toothpaste was mailing product samples and information 
about tartartoover7(F/t of U.S. householoi. Ad 5 (seegtextpage^ was tised to demonstrate 
what tartar is by showing the dentat tools dentists use to scrape tartar from teeth. 



Procter & (Jam bIcN market and laboratory research continues. Mint flavors and gels have been 
introduced. Pumps are tillered as well as tubes. New formulas lor fighting cavities and tartar are 




Ad 5 Ad 6 



so jr^r.ii h-ii i\ wiW nish ro bnivJi. 




constantly being sought. Most recently, a new CREST formula called CREST for Kids was 
introduced. The new product features CREST'S decay-fighting formula in a taste designed to 
please children. The company had to design ads that would convince consumers of two things: 
I ) the product was effective against cavities and 2> its flavor would encourage children to brush 
longer and more effectively. Ads 6 and 7 were used by Procter & Gambte to introduce 
( R KST for Kids toothpaste. 

I'hc success of CR I'.S I toothpaste was not due only to its advertising. Although ads inform 
consumers about a product and what it does, it is through repeat sales that a product *s success can 
be measured. A creative advertising and promotion strategy may be able to persuade consumers to 
buy a product once. However, if the product does not meet consumers' needs, or is priced higher 
than consumers are willing to pay. the product will fail the test of the marketplace. 
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TASK# A008: Read and understand written comnunications. 
HANDOUT: 

Refer to Ad 1 tc anstjer the fiolloiiing questioos: 

U What message was Procter & Gamble trying to give consumers in this ad? How 
were consumers to benefit by using CREST? 



2. Why did Procter & Gamble choose to highlight CREST'S endorsement by the 
American Dental Association? 



3. Was the ad effective? Would it get you to try tne product? Why /why not? 




Refer to Ads 2, 3 and 4 to answer the following questions : 

4, What message was Procter & Gamble trying to give consumers in these ads? 
How were consumers to benefit by using Advanced Formula CREST? 



5. Why do you think children are often pictured in CREST ads? 




ERIC 
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COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# A008: Read and understand written comnunications. 
(Handout continued) 

Reffsr to Ad 5 to answer the flollowing questions. 

6. What special problem did Procter & Gamble face in advertising this new 
fornula? 



7. What ether promotion techniques did Procter & Gamble use? 



Refer to Ads 6 and 7 to answer the following questions: 

8. Which ad do you find most effective? Why? 



9. Why did Procter & Gamble need to stress both cavity-fighting and flavor in 
its CREST for Kids ads? 



10. Based on your knowledge of the role of the consumer in our market economy, 
explain the major reason for the success of CREST toothpaste. 



17 

U3 



COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASK^ A008: Read and understand written cominunications^ 



KEY 

Refer to Ad 1 to answer the following questions: 

1* What message was Procter & Gamble trying to give consumers in this ad? How 
were consumers to benefit by using CREST? 

P & G was trying to convey the long term effects cavities have on 
children. Their main obstacle to overcome was the *^in tangible^ nature 
of cavities* By using CREST, consumers could protect themselves from 
this health problem • 



2. Why did Procter & Gamble choose to highlight CREST^S endorsement by the 
A:T^rican Dental Association? 

The American Dental Association was a source of credibility for CREST, 



3. Was the ad effective? Would it get you to try the product? Why/why not? 

Yes, the ad proved to be effective because sales doubled the first 
year and tripled the second year* 



Refer to Ads 2» 3 and 4 to answer the following questions: 

4. What message was Procter & Gamble trying to give consumers in these ads? 
How were consumers to benefit by using Advanced Formula CREST? 

P & G was trying to build on consumer's tnast of original CREST and to 
show Advanced Formula CREST was even better in reducing cavities* 
Advanced Formula Crest benefited consumers by giving them added 
protection* 



5» Why do you think children are often pictured in CREST ads? 

Children were often pictured in order to appeal to mothers who 
purchased the toothpaste and had the desire to protect their children. 
Also, cavities usually develop during the childhood years. 
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COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# A008: Head and understand written comsunlcatlons. 
(Handout continued) 



Refer to Ad 5 to asisiier t!ie follouisg questions. 

6. What special problem did Procter & Gamble face in advertising this new 
formula? 

P & G had to educate the general public as to what tartar was. 



7. What other promotion techniques did Procter & Gamble use? 

A major promotion to introduce the new toothpaste ms mailing product 
samples and information about tartar to over 70$ of the U.S. 
households • 



Refer to Ads 6 and 7 to answer tbe following questions: 
8. Which ad do you find most effective? Why? 
Answers will vary. 



9. Why did Procter & Gamble to stress both cavity-fighting and flavor in 

its CREST for Kids ads? 

Cavity fighting appec to parents who purchased toothpaste and 
flavor appealed to the kids. 



10. Based on your knowledge of the role of the consumer in our market economy, 
explain the major reason for the success of CREST toothpaste. 

CREST was successful due to a high quality product that met consumer 
needs, competitive prices, and a creative advertising and promotion 
strategy. 
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TASK# A009: Complete letters, forms, reports, and memorandums* 

Using the form provided, record this salea transaction. 

Mr, Thompson at 1825 Vail Ave., Perryville, Missouri 65302 purchased a suit 
for $79.95, a hat for $8.00, and a tie for $^.00. It was a charge sale 
made on July 10, and the customer wanted the merchandise delivered to his 
home. The salesperson's number was I86, her departnent was 18. Sales tax 
was 3% and there was a $1.00 delivery charge. 




ERIC 



Sold By 



Dept 



Date 



Charge 



COD 



Amount Received 



Charge tO! 



Street 



City, State & Zip 



P9pt 


Article 


Amount 














































































Mdse. Total 
Sales Tax 
Ship Charge 
Total 
Sale 














Authorised Signature 







Sent To 



Street 



City, State and Zip 



Sent By 



Sold By 



Dept 



Date 



How Sold 



Signature 
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FUNDAMENTA LS OF MARKETING 



Using the form provided, record this sales transaction, 



Mr. Thon|>son at 1825 Vail Ave., Perryville, Missouri 65302 purchased a suit 
for $79.95, a hat for $8.00, and a tie for $4.00. It was a charge sale 
made on July 10, and the customer wanted the merchandise delivered to his 
home. The salesperson's number was 186, her department was 18. Sales tax 
wn 3% and there was a $1.00 delivery charge. 



Sold By 


Dept 


Date 


Charge 


COD 


Amount Received 


186 


19 











Charge to: 



Mr. Thompson 



Street 



1825 Vail Avenue 



City, State & Zip 



Deot 


t Article 


Amou^^ 


itm L - 1 _i_ J 


18 


1 suit 


7<J 


95 




1 hat 


8 


QO 




1 tie 


4 


00 






















































Mdse. Total 
Sales Tax 
Ship Charge 
Total 
5^X^ , 


91 


95 






2 


76 


Authorized Signature 


1j 


po 


95 


71. 



Sent To 



Street 



1925 mi Avenue 



City, State and Zip 
Perrwille. MO 65^02 



Sent By 



Sold By 


Dept 


Date 


m 


1 18 





How Sold 



Signature 
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TASK# A0 10 J Describe the isiportance of reading current business news media. 



Directions : 



Read the article "How Managers Can Succeed Through Speed", fron 
Fortune magazine, February 1989. After reading the information, 
identify ways that this material can be used to improve a marketing 
business with which you are familiar. Discuss reasons why 
marketers should regularly read current business news an<^ how this 
reading can make them more competitive. 

HOW MANAGERS CAN 
SUCCEED THROUGH 



"/r you kne»f Time 8% well as t do. " wic/ 
the Mmf fl.ttfcr, **y(n/ wofffdn't tntk nhnui 
H'airmjt? — Ahcc rn Wonderland 

THr NUMRrRS arc ncnrly incredi- 
ble, fieittrrai f'lccJnc wved !o f;ikc 
three wccifw itfecr rn iwdcr U\ dciw- 
er n cu^t<»m'made mdiisrrial ctrcuii 
bre.tkcr box, Now ft takes ihrce d;tys. 
ATt^-T used to need two ve:if<; lo Je<;ign a 
new phone. Now ir can Jo the )oh in one. 
Motfjrola used to mm out elecf romc par^er^ 
?hree weeks ;»r!er the r.it?i*rv goi rli** t>rdff 
Now ft t.iwcs rwo hdun 

vi'y of V? m:\\i^r tl S ci>»Hp.MtH*s Iw K.t^sef 
Associiitcs. a Vienna. Vfrainia. consiihinp 
frrm* found thai pr^cttCiiHy aft put nme- 
based strategy, as the new appfoach t\ 
called, at the top of the^r pr{(>fity limits. 
Why'' fkcnuse speed kdfs the compenitnFt. 

Quickly devefoptng. makmR. and drs- 
tributfttfj products or service*^ brings rm- 
rK>»tant. sc>metm\es sufpfismg cofnpetitrve 
beneHts. Market share grows because cifs* 
romers fave getting thetr orders now In- 
ventories of finished goods shrink because 
they aren't necessary to ensure qvtck deliv- 
ery; the fastest manofncturers can make 
:ind ship an order the c!ay tt's recetveit Tor 
this and othrr rea- ^^^^^^^^^^^ 
sons, costs fall Many 
er tpfoyecs become 
more satisfied be* 
cause they're working 
for 3 more responstve. 
more successftil com- 
pany and because 
speedmg operattons 
requires s^tving them 
more tlextbdity and 
responsibihcy (thciugh 
the changes can 



hlake<; more than just 
stepping on the gas. 
Companies must transform 
themselves— and the 
rewards are worth it. 



by Brian Dumain. 



he controversial — see fotlnwtnf? ntoryl 

Cven attahty imrmvcs. UjEplatns Hew- 
feff'f>nckard Chief H^ecuttve John Voimg. 
a trading apostk- of speed: "Domg it fast 
ff'fics yoi> fo do u Tiiiht the rifsf time " Itv 
ptacmg speeti at the tte.trt of his stratctfv. 
Voung has enabled his company tct turft mit 
computer terminaK at lower cost th.m 
those master ctonemaket^. the Taiwanese 
to HoRTUNr.'s seventh annual survey nf 
corporate reputations, published in the fast 
is\»e. comptiter etecuttvev and securnv jn- 
rdvsfs ranked Hcwfett^Packard the moM .id- 
rt\trai tympany m Ks fndusiry — dfspt.tt iiu' 
pt'frMroal thamp IRM 

Sfvcd oftt't» pays ntT rn pftHiutt devrfMp- 
menf even if if means goimj over htuh»ft 
An economic model <levelopcd by ti»c 
VfcKjnscy ^S; Co. management ccmsuhtr^f,* 
firm shows that htgh*tech products th.M 
cnme to market sin months late htu on bntj, 
get will e:trn 33% less profH over five >e.tfs 
In contrast, coming out on time nnd ^o'^r 
{?ver btidget cuts profits only 4%. 

Little w(mdcr thai corporate speed is he- 
coming a prtnctpal topic of study among 
management consultants and business 
school professors. !t has the conceptual heft 
to influence vtiiunily every operation m ev- 
ery company What manager doesn't frci 
—^^^^^^^^^ overwhelmed by tf^e 
confusing catalogue 
**hof" management 
methods'* What's the 
magic recipe*' Isitjust- 
in-tjrne inventory 
blended with quahtv 
circles Of, uh. the (\m 
off(,Lini/siion and a 
pmchof payfof kno\%! 
eiige"* AH are vah»aHc 
to<»K. but n<me by Itself 
ts the answer 



**Thtnktng in terms <jf time/' siiys Rtid- 
yard 1st van. a senior vice president .d l^os- 
u\n Consulting Group. '*fctsatl those attiv* 
tties wctrktng together fnr a cimmum 
purpose " Tor etitmple. Yoimff devlarctf 
cafty last year that Hewlctt-I*av;kard's 
breakeven time, or the interval Inrtwcen a 
new- prtxluct's cotKCt>ticm a* ' profftabtf^ty. 
mchidtng CE^veriftg all itev^ opmcnt vt»sfv. 
mu^i he ctit m half across the entire a^rpo- 
fanort (see b<«l That can be dt^c m many 
*as^. but faster pmducf devci«»pfnrnt ts 
cnn- t»f dte best f aved %^Mh s»nh a sunpte 
yet sfafifj^ertn? s?<vtl. ffttployres are fttrced it^ 
ptdhn^^t *n *he ^atitr dKrt.fM»n .Ktd ttf- 

Mmc ifivomofy 4|u;{htv c^rc^'s. "c*w \fc<ukcf 
incentrves — Wc>uld best hctp nnrt tt 

A cofMpatiy can gcn«rra!l> fmd thi»tis;indN 
(tf wjvs speed i»tH*rjiK»n>. but masters of 
the ^'amc cn>ph*«sj/'e a lew major laitus 
Antctftjw* da'nt 

m START FROM SCRATCH. Pr.icttcally 
e\erv«»ftc a^iffcs titat \Uv wtMst way Iti 
speed trp a tofOp.m> ts by ifyiMg to n».»kc 
ft do ihjn^s ?usi as ft Uc^es. (»fdy taster. 
The at.iviiinftv — and tcff.Htdy the wcjpk- 
crs — sftnply hum i>tH Insic.rd. sm.ift 
cKCttfffvcs .if»fioufKe a hfcaitil.fkioyly .mv 
h{t{t»us f^^at Itke Nin»Mf»s \,it}tvi ol ti.iUntg 
huakt vcn tutif St* tHK* ^af> jdct xUntv juvl 
t>s stcpfMitjf i*tt ttic yas. atttiouyh some try 
■f!K- Mu! icattion. ■ says Steven Whvit- 
tMt^ht. a pfotcssor .It the Hitrvafd btisj- 
tiess s^htMtl. "is let's cut mi monifis rtul 
it's not. let s do the anatvsts atid (ethiftk* 
snji that wdl allow u\ to kUX Sf< numihs 
out 

HondA uses Its formuU On* fBf e*rt 
li**p f p#«d In th# corp9r*t« con*ctoutnt*t 
$nd tMch •nginort l*«ton» for th« « »«tf>ry. 
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COMMUNICATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# AGIO: Describe the importance of reading current business news isedia. 



Hut th.ft\^h.if r* • .litfs. Lxaii!f^le:< u'ftefiil 
i k'ctnc v rc'NcUt: i}f iKiffd and sLagtt:i{iC ctr • 
cwit bfc.ikcr hustncss. Says Wfffutnt 

Npccit up i»r die " (»!,\ Sl-btthun a >c:ir 
cUvtrK.fi ttisfrffnitUHt .tnJ vtHMfnt ilivtsitHt 
f» f'latftvillt;, C nntu'wfiwut. ttt.ikcv. .iffinng 
i>thwf thtOK^. btri.ua hfcakct hitxcs for voin- 
mcpct.tl Nl^Ktrn|4^. When thfeatcffcd tn !hcr 

tHi^'htfUsc. <*l .tsM-fnMiHf ;t U'.trn «»f f»».trnf' 
t.uttifin^'. itc-sti'ii. Atut MMtkifttt^' r^t^rts 
fft.it fiKHsof iM) uvi'f f>itti!tn^' i\\ ftuifUtl.KUit • 

and delivery fri»m ihrcc weeks u% three dayv 
Tm:e for radical ihinkmg G!: was prt*- 
dut mfi circiiil hrviikcr hit^cs in \i\ plants 
.iratind tf}v U.S. Whit neods The u-am 
dufdcd rhal oMe plani would he ftu>re cfH- 
c»c»t. s<> Ht ii Lonst^iidafcd i!s i»{H.Ta" 
tmns .ind liKUsetf on ahtotnannK tis fawrory 
tn Saftshufy. Ni>rlf> Carufma. 

flttf the teafft dfdo't want to auiimuitt- 
ijpef.fUims jfs ihey were In the aUi sysum. 
cM>!ini*i*rv cttvtnm-dvsfgnf;d each hi>x. a jtih 
iUM UMtk .iboui a Wick. ffifV i.!w»M* ffi»n» 
^X(KHJ tutiitdc f*aHs U> ^fc.tfe ^?«e iHUfs. 
.ind svtiiitf: up .in aitfomaied system tu turn- 
die th.'H m.iny part* would have hem a 
nightmare. So the design team mnde most 
of {he paftn interchangeable, redtx tng thesr 
number fo 1.275 while still leaving custom- 
ers a chotce of 40.000 djfTorent «;i/e\. 
shiilH's. and configurnlion^ of hotcv 



The team n\w devised a way ro cm <nu 
ihe engmctnv replacing Ihem with a am%- 
puter Now when a i«fej?rnnn emcni?5pecjfi- 
c.dMm^ for n c^rtuM hreakcf into a cc»mpu' 
rer af (U'!'s mnin office in Connecticuf, ihe 
order Hows to a ctmiputer ai Sahshnry. 
whfch auiomattcntty programs the factory 
maehtnes to moke Circuit breaker boxe^; 
with mmimtim waste ormateriol. 

Impressive advjtnee^, but the team still 
had to ctmquer anrHher vrurce t>f delay: 
sofvm^ prohfems Htuf making dce»sf{»ns «in 
Ihe fa^tttry flcMir 1he s<»ftttMm was to get 
rrd of all line Mtpervtsors and qiiattty in- 
spect<»r^. redttcing the orgnnr?at tonal layers 
between worker and plant mnnagcr from 
three to one Everything those middle man- 
agers UKcd to handle — vacatton vcHeduhng. 
quahty, work rules — became the re^pimsi- 
bfhty of the Mt^ workers on the floor, who 
3re divided into teams of 15 to 10. And 
what do you know: The more rc^p«m^tbthfy 
an gave the workers, the faster problems 
got solved and decision* msde. 

TiHtay the Salisbury plant basically mm 
itself at a rapid clip. On the fnceory waif a 
ginni electronic sign hung 25 feet off the 
ground Hashes in red letters, fettins workeni 
know how long it's taking ihem to make 
each circuit breaker box. how many boxes 
they have to make that day. and how m^ny 
they've made so fnr. The sign lets employ* 
ees pnce themselves and make their own 
scheduhng decisions. Says Dottie Bar- 
ringer, an ebullient woman who has 
worked at the plant for the past 12*4 years: 



SUPERFAST INNOVATORS 

CompAiiy Product 



Dev«topmeftt tftm 
OtD NEW 



Honda 



AT*T 



cars 



Navlstiir 



H#wiett»Pack«rd 



truck t 

computer pHntert 



5 yeart 
2 years 
5 years 
4.5 yeort 



3 yo«r» 

I yo«r 
2.S )raars 
22 mot. 



SUPERFAST_PRODUCERS 

Company l*roduct 



Order •^to^flnlihad-ffoodt time 

OlD NEW 



CE 

Motorola 

Hewlett-Packard 
Qrunswtck 



ctreult breaker boxea 3 weeki 3 dayt 
pagers 3 week f 2hourt 
eiectronfc teettng equtpm^t _4 week s S dayt 
fJahlngroela ^3_weeki I weak 



**! like to be my own boss. I don't like to be 
told what to do- 1 know if I can*t get it done 
in eight hours. I can do d m ten withotrt 
getting permtsstnn for overtime. We re be- 
hmd rfght now. No one to letf us we 
hnve to work Sarttrdny.** 

Results: The pftint which ui^cd to have a 
iwo-monih backlog of orders, now works 
with 3 ivfKhday baclclog. Productivity has 
increased 2^% over the past yenr. Manufac- 
turing costs have dropped 30%. or $5.5 mil- 
lion a year, and rcium on investment is 
running at over 20%, The speed of delivery 
has shrunk from three weeks to Ihree day< 
for a higher^iuality product with more fea* 
tures. GE is gaming share In a Hat market. 
Says Sheemn: "We'd be out of busmess if 
we hndn*t done it." 



m WIPE OUT APPflOVALS. Consultants 
recommend that managers take a hard look 
at the number of times a product or service 
requires some sort of iftternaf approval be- 
fore reaching the customer. Phihp Thomas, 
president of T>tomns Group» a Dallas con- 
sulting firm specialising in speed, 
says that manufacfuring typically 
takes only lo 10% of the total 
time between an order and getting a 
product to mfffket: the rest is ad- 
ministrative. Says he: '"Most people 
don t know how tbe»r own company 
works Make a How chart cf your 
admtnfstfative process to show 
what's really happening out there It 
usnnlty shows that getting .t prixluct 
lc> market takes h>ngtr fh»n people 
thmk ** 

jack Kctc.tcft. CTO of nntnswtck. the 
SJ-billton-a-year spcwttng goods company, 
decided i« the mid*Eightics that developing 
new products— out ho0fd motor $» automat- 
ic bowling scorecards. fishing reels — took 
too long. "Product development was like 
elephant imercoufse." he says. "It was ac- 
companted by much hooting* hollenng. and 
throwing of dirt, and then nothtng would 
happen for a year ** A top amateur bowler 
who says he has modeled Brunswick on 
Japanese companies. Reichert cut the ley- 
ers of management between him end *he 
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COMMUNICATIONS IN MARKETING 
F UNDAMENTALS OF MARKETING 

TASK# AO 10s Describe the iicportance of realing current business news media. 



"When youVe dcalmg on ihc edge of ihe 
cnvdojiHT. v^hen ynoVc ffying bliml. there \s 
ftfw;iy<w the {trmptatum to litke a U\\\c more 
time.*' «iys SciHi Shumfin. a dtreciyr of 
manufacfufing m Mouirolii. **But we hold 
til schedule a\ u rctfi<un>." Mtit<tr(»hiS iuiio- 
nuted factury \n Horjda can hu^fd and ^htp 
an cfcclfcnic p.igcr wime two tumr\ after it 
rrccivtnk an order. The joh tr^cli to rake 
ihfcc weeks. Mucofola leads the U.S. pager 
market over Asmn nvuk 
ff REMEMBER DiSTRIBUTiON. Even the 
world's fo-stest factiJfy won 'I f»fTer much 
awipcunve advantage if cverytfimg jt pro- 
duces j»c!s smiKMed \n the dtsJnhution 
cham» a tcNstHi Hcitcttcm, the tfah:m \fH»rt\- 
wear company, bus knit in tis heart i inhal- 
ed m P<m/ano, Italy, tlenetfun makes and 
dtMnhutcs niiHfon picco of clothing 
worldwide each ycar» mo?illy ?iweater\» 
slacks, and dresseti. 

fJenettcm tounti th»t the fastest way to 
fun a dkinhuiKm !^y\iem is to create an 
eicxifimic liHjp hnktog wies agent, fac- 
tory, and warehouse If, s;ty, a V4ile*w<»m* 
an m one of Ucnetton\ Los AnseJen 
shop\ finds fhiit she in start trig to wn oui 
of a bcsi'St'llmg red sweater in early Oc* 
foher. she cuMs one of IknetionS 80 vales 
agents, who enters the order in hts p^r* 
sonal computer, which sends it to a main* 
frame in fiafy. flecause the red vwenfer 
was ongnially created on a ccmtpuier* aid- 
ed destfin system, tftc miitnframe h;iK att 
tts mctsmcntctMs on fiand tx\ dtj^ttat ctKte. 
which can he transmitted to a knitting 
muchmc. The machine makes the sweats 
ers. whtch favti»ry workers put m a btu 
with a bar code label containing the ad- 
drcsN of the Liy% Angeles store, and the 
hox goes }f)Xn the warehc^use. That*s 
fight — one warehouse serves llenetton's 
5.000 stores m 60 ci^untnes .around the 
world It cost S30 mdlton. but this dmn- 
hution center, run by only eight pctiple, 
moves 230.000 ptcces of clothmg a day. 

Once the red sweaters are sitting snugly 
m one of 300.000 slots tn the warehouse, 
a compuu-r sends .t n^hfU Hytnj^ \\\ rcad- 
tM|! the h.tr tmlcs. tfic n^HM finds the 
right Ntx and any other K>xcs hetng 
shipped U\ the I OS An|.H ies \li»fe. pitks 
them up. cifui lo.tds ihetn cjnio a truck ht- 
Lludt»g nt.ntfifitcturutj* time. Benetton c»in 
gel the order to los Angelcs in four 
weeks If {he company already has red 
sweaters m sUH.k. o lakes one week 
Th;it's quite a performante m the notori* 
<msly slow garment industry, where hardly 
«m>ime else will even hiilhef wiih reor- 



ders. And if fieneitim suddenly reah/cs 
that it didn'i make an>. say. hlacit cardi* 
gans and purple Mouses this year and 
they're hiH. ft can niantdaeiure and ship a 
'*nash C4>!k\tHm" i>f black card»g:in\ ;md 
purple bUiuses m huge MU.tnttties at a ftw 
weeks. 

m PVT SPEED IN THE CULTURE, fftwda 
did, and tt ilehmicly helps. Though the 
company entered rornml * One mu> rac* 
tng tmfy si% years ag<K cars ptmercil by 
Honda engines have wtm this demandmg 
annual ctrcuu three times. Hy circulatmg 
yoimg enf»ineers throu^th the Fofniula 
One team. Honda teaiiies its fH.'ot>lc the 
raving spuo. ^huh me.»«s ihinkfitg ahiwii 
mtfiiftes. tint hiHits Shitichtfo Ifntiajir), a 



eled his ^.ompany on a profc*ssional sptirts 
league, with regumal divisions competing 
t<i make the best pt/za. dehvcr it f.isier. 
and H'll mt>re than the ne\f region. I. ike 
quarierhacks <m Monday mornings. l)ono» 
nu s pi//a ffi.rkers w.oth hints <»l the lazi- 
est pi//a makers in the country A delivery 
pers»m, whmc oniftjrm tnchidos irack 
shiH.'s. must run from the truik to the 
house, taking stairs two at a time — eleva* 
l4>rs are fi chidden because they take long* 
cr— carrying the pi^/a m his arms hke a 
tadhawk headed for the go^il Itne f>tmnno\ 
franchisee m Washington. I)C\ takes 
managers out every Monday for a su-mtic 
tog Says MtHtaghan: "Our wh«»le husmess 
is hiiili on speed." 




A Benetton computer directi this michin* to tlart cutting eloth soon »H«r orders »rrivi9. 



managing director at H(mda. fHunts <*ut 
tmpt^riant smMlarutes betv^-ecn the f.tce 
track :md {he f.Ktofv "When .i problem 
arises, >ini h»ive to fmd the sotutunt now 
And 5f It is A prohlem sou have never 
seen Hetore si^m ti.ive tuvi- Ou- (le^ibil- 
fly iittuMte .i fK*v^ sofuittMi t»ri Ihe \\h>\ " 
I'ttHffij,' spcei! ut ihe tiifime c.tn Ui Uit) 
Jusi Utt tk .ti I htfhuio s l*t//;i. whic h h.is 
become Vnu-i »ca v seconiM.ifgcM p«//a 
ch.itrt Mftrr {^//.i tttit! hy ptt«nO**rnj» cus- 

lom**fs H disiiMiMt tvn :(iiy pte »h;if 
t.ikcs ion^:tf ih.iu ^o ni5t\t»ic*s lu .trnve ax 
ihe«r home 

C I O \(^m Mt»n,t^ li.Eti wtio re.uK the 
sn<»ti\ pi^se^ It^Minivlv {»>Ans On- DetfcMi 
Tigers, .uul hi^s f>''i rntk'v .i li.fv. h.is uukI 



The adv;intages of speetf are iindenuibly 
impressive Hut why sht»uld that he surpris* 
tng * Whv .ill the hiH»pla among rnafumemeot 
theorists"' After all. ifS not exactly a new 
precept ihat tune »s mtmey 

!rne eoi«i>fh Wt»»n"s ne^ ts .i ttMli/^iUMfi 
th.u t uue IS ,ttt .lutut hit of fuoitey f .if in<»ic 
ih.ni fiutsi e»iHUiivev l^^de^s^^*{^! W.iiits 
Isls.fntif Moslnn ( iitisiiftuiK ^ *'otip "It \i>u 
conte up .ig.ttitst t)iK' ot these t.ist cturwu.t* 
tiofis .t\ul vtMi te not pte{».»fecl. wiu re Uwtt* 
ry " Those who gr .isp ihr new calculus. vi\u\ 
.tppreci.ite the unpf tcedeiued .rdviiiw.tfes t it 
Kctong new prtnluctv ui market sintiuf .nut 
orders to custiunefv f.istci. may well hold the 
pruKjp.il ttH»l tof .ic tnevuim.omt*el»tive pre 
«.tnuK-nce to cottung ye.its O 
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COMMUNICATIONS IN MARKETING 



TASK# A010: Describe the iniportanoe of reading current business news media. 



KEr Point? 

1. Students should indicate f»ome combination of increasing speed in 
developing, making, and distributing new products and services; starting 
from scratch to come up with ways to do things more efficiently and more 
quicklyj wiping out approvals in order to cut red tape and still be 
accountable; forming teams to accomplish certain tasks; sticking to a 
schedule like glue; improving distribution systems so that there is always 
enough stock on hand; and instilling speed as part of the corporate 
culture. 

2. Reading periodicals of this nataire can help marketers come up with new and 
better ways of running their business. They may be competing with people 
who do read these materials and will be left behind if they don't stay one 
step ahead of the competition. 



••Point values can be assigned based on the information the student has 
included compared to the key points that were covered. 
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ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# B001: Identify statements that best describe marketing. 

Marketing is a coordinated system of business activities designed to provide 
products and services to satisfy the needs and wants of consumers. Determine 
which of the following statements describe marketing aetivaties and place an "X" 
beside those statements. 

!• The grand opening of the new mall was a tremendous success. 

2. Alan and Mike opened a hot dog stand near the ft>otball stadium. 

3. Tanya watched the last "Miami Vice" program on Friday night. 

^» The announcement concerned the new policy on purchasing lunch tickets. 

5- The President made a speech concerning the plight of the homeless. 



_6. Julie called "Merry Maids" to setup an appointment for spring 
cleaning. 

_ 7o Fast food restaurants make the highest profits on soft drink products. 

. 8. The weatherman forecasts a dry spell for the Midwestern states. 

. 9. The new skin care line by Clarion products was displayed at the end of 
the aisle for maximum exposure. 

JO. TWA was running a super saver special to Disneyworld in Florida. 
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ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# B001; Identify statements that best describe marketing. 

1. X 

2. X 
3. 

4. X 
5. 

6. X 

7. X 

9. X 

10. X 
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EXIONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# BOOIs Identify statements that best describe marketing. 
WORDSEARCH 

Circle the word that corresponds with the definition. 
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1 . Products grown or inanufactured and prepared for sale . 

2. Benefits or satisfactions that inprove the personal appearance, health , 
comfort or peace of mind of their users. 

3. Any paid form of nonpersonal presentation of ideas, goods, or services by 
an identified sponsor. 

Creation of a favorable inpression for a product, service, or organization 
to earn puDlic understanding and acceptance. 

5. Salespeople, cashiers, service-station attendants, real estate agents, 
florists or automobile dealers 

6. The process of moving, handling, and storing goods on the way from 
producers to consumers. 

7. The exchange of goods or services for money. 

8. Anyone who buys or rents goods or services. 

9. business that sells goods and services to the people who use them. 
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ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# BOOIj Identify statenents that best describe marketing. 

tfORDSEARCH 

1 • Goods 

2» Service 

3. Advertising 

4. Promotion 

5. People 

6. Distribution 

7 . Price 

8 . CustOE^r 

9. Retailer 
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ECONOMICS AND MARKETING 
FUNDAMENTALS QF ^fARKETIKG 



TASK# B002: 
Directions ? 



Explain the inportanoe of marketing in our economy. 



Divide the class Into two teams for a debate. One team will be 
asked to show that marketing activities are not beneficial to 
consumers or to the economy. The other team will explain the 
ingjortance of marketing in our economy. Students should be allowed 
time to research their position, the opposing team's position, and 
to divide responsibilities. The debate may be videotaped in order 
to review the major points for discussion. If tie class is too 
large for this activity to be effective, create teams for several 
debates on the same topic. You may wish to encourage competition 
between the debate teams by providing an incentive for the best 
debate • 
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ECONOMICS AND MARKETING 



TASK# B002: Explain the in?>ortanoe of marketing in our economy. 



DEBATE RULES 

Each debate team member will be responsible for a three minute presentation on 
an issue or issues that supports their position and a one minute rebuttal of an 
opposing team member's presentation. Each team will decide the order of 
presentations by their team members and the order of their members* rebuttals. 

Team A will open the debate (a flip of a coin will determine which team is A and 
which is B), A member of Team A will begin the debate with a three minute 
presentation of an issue or issues supporting their position. A member of Team 
B will then have one minute for rebuttal. A member of Team B will then have 
three minutes for their presentation. A member of Team A will then have one 
minute for rebuttal. This process will continue until all team members have 
given both a three minute presentation and a one minute rebuttal. After five 
minutes for discussion and planning, each team will have two minutes for 
concluding remarks. The concluding remarks may be made by one member or the 
entire team. 

During the debate do not hesitate to show enthusiasm for your side of the issue. 
Even though you may not actually believe in the points you are making, the 
debate is a learning situation and t^iere may be class members who agree with 
your statements. 

The debate will be graded based upon the attache! rating sheet. 
GOOD LUCK! 
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ECONCMICS AND MARKETING 
FDNDAMENTALS OF MARKETING 



TASK# B002i Explain the in5>ortance of toarketing in our economy. 

DEBATE RATING SHEET 



Criteria 






Good 




1 . The debater was prepared for the debate . 










2. The debater oited arguments that viere 










3* The debater oited a sufficient number 

of arguments to support his/her position. 










4. The debater was prepared to counter 
arguments presented by th'5 other side. 










5. The debater did not "give up**. 






4> 


> 
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ECONCMICS AND MARKETING 
FUNDAMENT flLS OF MARKETING 

TASK# B003; Recognize that economic goods are the products and services offered 
to meet consumer needs and wants. 



Consumers cast votes to determine what will be produced in terms of the 
dollars that are spent for products. You are the manager of Color, Inc. 
Color, Inc. has determined that sales of less than 4,000 utiits demonstrate 
that the product is not satisfactorily meeting consumers' needs and wants. 
Your last years quantities sold are as follows. 



Summer , 1 9 



6,000 

5,000 I 
U,000 I 

Units 

3,000 I 

Sold 

2,000 
1 ,000 

0 I I I I I I 

red orange blue yellow purple green 



What colors would you order for the upcoming summer and what is the basis 
for the decision you made? 
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ECONCMICS m MARKETING 



TASK# B003: Recognize that economio goods are the products and services offered 
to meet consumer needs and wants. 



KEY 

Based on last summer^s sales, all colors meet consumer needs > but red, 
blue, orange and purple are in the most demand* For the upcoming summer, the 
plan should be based on: 

trends 

past sales 

quantities purchased - 
seasonal sales - 

purchases should be 




blue - 
orange - 
purple - 
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ECONOMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# B004t Define economies as a process. 
TASK# BOOS: Identify economic activities. 



Choose the term in the right hand column that best matches the definitir»n or 
ictivity in the left hand column. Write the letter in the blank provided. 



1. 
2. 

3. 

5. 

6. 



land, minerals, vater, plant life 

people who are able to wc i. and who are 
seeking work or actually working 

machinery, tools, buildings and money used 
in the production and distribution of goods 
and services to consumers 

people \thQ decide how natural resources, 
capital and labor will be used to make the 
greatest contribution to business and society 



A. 



B. 



regulations, taxes and social services that 
influence the activity of producing, distributing 
or consuming goods and services F. 

process by which human wants and needs are 
satisfied 



manageiient 
governnent 



C . labor 



D, economics 



E. capital 



natural resources 
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BCOKCMICS AND MARKETING 
FDNDAMSNTALS OF MARKETING 



TASK# B004: Define economics as a process. 
TASK^ B005t Identify economic activities. 



KEY 



1. F 

2. C 

3. E 
A 

5. B 

6. D 
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ECONOMICS AND MARKETING 
FtJNDAMENTALS_OF. MARKETING 



TASK# B006i Explain the importance of eoonoroios. 




Fill in the blank with the appropriate letter that corresponds with the 
word that best completes the sentence. 



A. 
B. 
C. 
D. 
E. 



wants 
air 

sunshine 

rain 

snow 



F . purchasing 

G. important 

H. life 

I. incomes 



J. 
K. 
L. 

M, 



value 

economics 

buy 

service 



N. activities 

0. process 

P. most 

Q. least 



1 r Economics can be described as a 
the . 



of getting the 



with 



2. Every time we 
economic 



products and 



^ we are engaging in 




3. When we exchange something of monetary 
that we want, we are engaging in 



4. For most people, 



are limited. 



to get something else 



5. For most people, 



are unlimited 



6. Examples of non-economic things are 
, and . 



a ski lift ticket at Mount Cold in Vail is an example of an 



economic activity. 



8. It is important to study economics because it is. an 
everyone's . 



part of 
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ECONCMICS AND MARKETING 



TASK# B006; Explain the importance of economics. 



KEY 



A . wants 

B. air 

C . sunshine 

D . rain 

E. snow 



F. purchasing 

G. important 

H. life 

I . incomes 



J. 
K • 
L. 
M. 



value 

economics 

buy 

service 



N. activities 

0 . process 

P. most 

0. least 



Eoonomios can be <iesoribed as a 
the Q . 



of getting the £_ 



with 



Every time we . 
economic N_ 



products and 



_t we are engaging in 



3. When we exchange something of monetary , 
0^ that we want, we are engaging in S_ 



to get something else 



4. For most people. 



are iiffiiiSO.. 



5. For most people, 



A 



are unli m ited » 



6, Examples of non-economic things are 
P , . ■> and i . 



B. 



7. 



a ski lift ticket at Mount Cold in Vail is an example of an 



economic activity. 



8. It is important to study economics because it is an 
everyone's H , 



part of 
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FUNDAMENTALS OF MARKETING 



TASK# B007: Identify three major types of economic resources. 

Directions: Circle the type of econooJic resource each of the following 
represents . 

Type of Economic Resource 



4 

1 . 


0% t «pX ^^^^ 

aaJL@3p8rs0n 






UapXuaJL 


d. . 


oolar BiHorgy 


Land 


Labor 


vapxtax 


■a 

i » 


c ac uory worKer 


Land 






4. 


Manufacturing Plant 


Land 


Labor 


Capital 


5. 


Coal 


Land 


Labor 


Capital 


6. 


Training Specialist 


Land 


Labor 


Capital 


7. 


Office Equipment 


Land 


Labor 


Capital 


8. 


Iron Ore 


Land 


Labor 


Capital 


9. 


Production Equipment 


Land 


Labor 


Capital 


10. 


Financial Investment 


Land 


Labor 


Capital 


11 . 


Farmer 


Land 


Labor 


Capital 


12. 


Oil 


Land 


Labor 


Capital 
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CONCMICS AND MARKETING 
FUNDAMENTA LS OF MARKETING 

TASK# B007: Identify three major types of economic resources. 



SIX 

Directions: Circle the type of economic resource each of the following 







1 m 








3. 


Factory Worker 




Manufacturing Plant 


5. 


Coal 


6. 


Training Specialist 


T. 


Office Equipment 


8. 


Iron Ore 


9. 


Production Equipinent 


10. 


Financial Investment 


n . 


Farmer 


12. 


Oil 



Type of Economic Resource 



Land 
CLai^ 
Land 
Land 
CLandJ 
Land 
Land 

Land 
Land 
Land 




^LaborJ 
Labor 

Labor 
Labor 
^abor) 
Labor 
Labor 
Labor 
Labor 
Labor 
Labor 



Capital 
Capital 
Capital 

Capital 
Capital 




^ £apita j 
^pita lj 
Capital 
Capital 




ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 




TASK# BOOS: Identify examples of economic resources according to major type. 

Directions: Choose the economic resource in the right-hand column which best 
describes the exan^Jle in the left-hand column. Write the letter in 
the space provided. 



1. 


trees 


A. 


land 


2. 


a business loan 


B. 


labor 


3. 


interstate commerce law 


C. 


capital 


4. 


tools 


D, 


management 


5. 


diamond mine 


E. 


government 


6. 


marketing education student 
aeek-'jng work 






7, 


self employed business person 
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ECONOilCS AND MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# BOOS; Identify examples of economic resources according to major type. 



KEY 



1. A 

2. a 

3. E 

4. C 

5. A 

6. B 

7. D 
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ECONCWICS AND MARKETING 



TASK# B009s Explain the meaning of private free enterprise. 

Read the article, "Free Enterprise-Is This Any Way To Live?" The answer the 
following questions. 

1. What is meant by private free enterprise? 



2. Does free enterprise exploit people? Explain. 



3. Does the free enterprise systes make people selfish and materialistic? 



BCONCKICS AND MARKETING 
FUpAMENTALS OF MARKETING 

TASK# B009: Explain the meaning of private free enterprise 



FREE ENTERPRISE-IS THIS 
ANY WAY TO UVE? 



The way we earn our 
'^daily bread'' in this country 
ia under attack as never 
before. Ifs time to Jace up 
to the question . 



Every time yau pick up • paychoek, 
buy 8 gallon of gas or make a bank 
dapotJt, you renew your active mam* 
bemhip In the American free market. 
Our economic system's almost infmite free- 
dom of choice — between house and condO'^ 
minium, one icipermarket and another, targe 
car and small — is the "hu iidrtim" reality of the 
highest standard of Hvtng In the world. 

And yat a vocal group of economists, social 
reformers, ''consumer advocates" and other 
telf-procfalmed critics are trying to convince 
us that our system is evrl. that we should feel 
guilty about the way we live. Indeed, one of 
them says that our system "has issued a death 
sentence agalnat the individual human spirit'^ 
and "plunged our country irtto its present eco* 
nomic chao$» destroyed the lives of mHltons of 
families and threatened the very survival of the 
republic." 

Strong stuff. But ts it even parttally true? 
Maybe it's time to refn^r^il ourselves of a few 
facta as we consider the following charges 
against our way of fife: 

e Free enterprise eiptvitt peopte. The crit^ 
ice say that the system degrades man, making 
htm a cog in the indue trial machine, repressing 
his individualism. Yet how can they reconctie 



this darkly tinted iSth^tenhiry view with the 
Pittsburgh steelworker who hitch^ his motor- 
boat to his new car and heads for hia cottage 
on Deep Creek tpSke. Md.» on summer week- 
ends, or the machine operator tn Oaylon who 
rises to plant manager? The view Is hardly 
eompetfble with the fact that median family 
real income (ftguied in constant dollars) has 
nearly trebled since 1939. Nor does it }lbe with 
potia ahowing that Amerieens 8 to 1 like their 
Jobs. 

e The free enferpriae ayatem maiiea ua se^ 

flah and meferteftatle. No one doubta that our 
economic system haa produced an extraordi- 
nary abundance of mateflaf goods. And it is 
true th^ "average Amerlcens'* spend nearly 
half their total income on what they wanf {the 
other half takea care of neceaaitiea~food, 
clothing, housing). No people have ever lived 
so comfortably. But the record Indisputably 
shows that, even as they have enjoyed and tn- 
BiBtei upon matertal beneftta* they have 
poured out much of their material wealth un* 
aetfiahly. In 1965, for example, we gave $1S.2 
billion to churches, hospitals, achoofa and a 
dttxying variety of charitable cauaea. Laat 
year, despite recession, we gave $25.2 billion, 
a seven^percent Jump over 1973. 

And we give of our time, too — much of that 
time free beeauae of material things that short* 
en oup working hours at home and on the |0b. 
We compoae an army of 37 million volunteers 
— hosf/ial workers, Little League coaches, 
den mothera. helping handa for the elderly and 
the rei$^riie(t. The world*a moat materially 
wealthy soca .y haa brought a peculiarly vital 
effectiveneaa to the concept of volunteertsm. 

e Our way of lite deteaee our taafe. The 
critics picture ua as heipfeaa slaves to menu* 
facturers« addicted to a stream of frivolous 
producta put out purely for profit. But if we 
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BCONOIICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# B009j Explain the meaning of private free enterprise. 



don*t want such products, we don*t buy fhttm. 
The choice incurs. 

Critics also blame the system for the fact 
that some of us persist in eating *'|unk food'* 
Of listening to "awfuf noise" on the radio. 
They're afraid that we'll make the "wrong** 
choice between wool and rtyfon, praUats and 
carrot cookies. Yet tho very geniua of the mar** 
ket ervables us to make such choices freely 
and In abundance. *lnde«d.'* notes economist 
Mdton Frredmiin. "a ma|or source of obiection 
to a free economy is prectsafy that tt does this 
task so wait. It gtvea people what they want in- 
stead of what a particular group thinks they 
ought to want. Underlying most arguments 
against a free market is a lack of belief In free- 
dom Itself." 

a Free enterprise coneantr ataa wealth an4 
power In the hands of a few. In no other society 
IS wealth so obviously in reach of its people. 
Tne Bureau of Census reports 59 2 percent of 
na{»ondl mcome^ goes to the 103 mrllion people 
m ^amtltea making $10.0CX) to 525.000. More 
stgnfficant. m 1962 there were 454,000 house- 
holds making over $25,000. By 1973. there 
were SM mifhon such households — a more 
than tenfold mcreaso— *8Stoundmg even when 
inffawon f$ taken into account. One indicator of 
how wealth IS distributed m America, two out 
of every three families own or are purchasing 
the dwelling in which they live. 

Well, then, say the critics, weaiih and power 
must be m the hands of big corporations^ But 
who are these corporations? They are more 
than 31 million Americans who own corporate 
stock, plus more than 100 million others who 
indirectly share m ownership through stock 
owned by life-insurance companies, pension 
funds, etc. 

Says economist Char Is Walker, "I Know it's 
fashionable to say that the big mtorests run 



the government. But If that's true, how In the 
world were the taxes of big interests* raised by 
$6.5 billion in the 1969 Tax Reform Act? And 
why haven^t ihose 'big interests' prevented the 
passage of inimical regulatory acts?** Because 
the Atop/e— who run the marketpiac#-Hititl 
run the country. 

Perhaps you've noticed that the case against 
the free market it seldom made on hard eco- 
rH)mic grounds, but rather on hard-to-pm* 
down philosophical issues. That's because the 
facts of performance are so overwhelmingly in 
Its favor. 

Here are some figures: With seven percent 
of the world's land area and si& percent of the 
population, we produce 33 percent of the 
world's goods and services {about equal to 
the total output of Western Europe and J^^^m 
combined). Although our labor force is ap- 
proKimotey two-thirds the size of the Soviet 
Union s, we produce twice as much as the Rus* 
stans do each year. In 1940. one American 
farm worker fed about ten people. Today, a 
Single American farmworker feeds S4 people 
here and ^bto^<i. 

But all the evidence of the system s well- 
known efficiency and productivity is ultimately 
not as important as a certain intangible that 
looms larger than mere economic*. This is the 
subtle blend of free<«om and order inherent to 
the marketplace, you are free to decrde how 
best your skills can be applied, where you wilt 
work, what you will buy with your earnmgs. 
Can you imagine some central authority de* 
ciding who will be a tool-and-die maker m La- 
trobe. Pa., or a >faiC\xum-Q\&ar\Bt t^pMmAn in 
Keokuk? The free market monitors an mcred* 
tbiy complex assortment of prices, wages, ra^ 
sources, skills, needs, dasires — and yet it 
leaves fou m control. 
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TASKtf B009: Explain the meaning of private free enterprise. 



KM. 

1. Private free enterprise is the freedom to choose where we work and how we 
spend our money. 

2. No. We have the choice to work where we want and this doesn't repress 
individualism. 

3. ''o. We are not a selfish nation. We have many people that do volunteer 
work. 
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TASK# B010: Describe the different types of business ownership. 

Write a description for each of the following types of business ownerships 
PARTNERSHIP 

CORPORATION 

COOPERATIVE 

SOLE PROPRIETORSHIP 

FRANCHISE 



199 
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t&SK0 B010: Describe the different types of business ownership. 

m. 

Answers will vary but should address: 
Partnership - business that are owned by two or more persons 

Corporation - a group of indiv: duals organized by a charter granted by the 
state 

Cooperatives - a business that is owned by its users, designed to supply 
products/services to its members, not to make a profit 

Sole Proprietorship - owned and operated by one person 

Franchise - owned by individual who uses franchiser's operating method, 
financial assistance, trade marks, and products/services in return 
for a payment of a fee 
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ECONOMICS AND MARKETING 
FPNDAMENTALS OF MARKETING 

TASK# B011; Compare and contrast the three major economic systems. 

TASK# B012j Identify the characteristics and values of capitalistic, 
socialistic, and oominunistic econoniic syst^ots* 

Identify the following characteristics and values that typically fit under the 
three economic systems. Write a "C« for capitalistic, "S" for sociaMrtio, or 
"CO" for communistic. 

1 . classless society 

_____ 2. free health care in a welfare state 

3. all industries and resources owned by government 

free to advance personal interest 

5. free public transportation 

6. protected trademarks 

7. based on political doctrine of Karl Marx 

8. supports private industry 

9. government makes economic decisions 
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ECONCMICS AND MARKETING 
FUNDAMENTALS (F MARKETING 

TASK^ BO 11: Compare and contrast the three major economic systems. 

TASK# B01 2s Identify the characteristics and values of capitalistic, 
socialistic, and communistic economic systems. 



1. CO 

2 1» S 

3. CO 

if. C 

5. S 

6., C 
CO 



i 



8. C 

9. S 
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ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# B013: Define Profit. 

TASK# B015j Explain why profit is an essential part of the private free 
enterprise system* 

Directions Fill in the blank with the correct wordCs) that best coBjplete the 
sentences . 

1. monies that businesses take in from the sale of their goods and 
services *re called « 

2. The monies that businesses must nay out in order to operate the business 
are called . 

3. If the costs of running a business are greater than the amount of money 
taken in from sales, the business will experience a . 

4. The amount of money remaining after business costs have been subtracted 
from business receipts, is called . 

5. The two general categories of business expenses are and 



6, Five typical examples of business operating expenses are: 

a. 
b. 
c . 
d • 

7. = Selling I-rlce - Cost of Merchandise 

8^ . rSelliniaf Price - Cost of Merchandise - Operating Expenses 

9* is the actual or true profit* 

10 • is an essential part of the private free enterprise system 

because , , . . 



ECOKCMICS AND MARKETING 
FOKDAMEmLS OF, MARKBTIKG 



TASK# B013: Define Profit. 

TASK! B015: Explain why profit is an essential part of the private free 
enterprise system. 



1 . Income 

2 . Expenses 

3. Loss 
U. Profit 

5. Cost of Merchandise and Operating Expenses 

6. Possible answers might include: salaries, rent, equipment, ad vvsrt :.ng, 
insurance, supplies, bad debts, donations, power, water, heat, telephone, 
taxes, etc. 

7. Gross Profit 

8. Met Profit 

9. Net Profit 

10. Profit - it is the only reason to be in business 
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TASK# BO 16 J Define supply and demand. 

TASK# B0l8s Describe the influences and interactions of supply and demand. 

TASKf B019i Ideutify that the market price of a product is based on what a 
consumer is willing to give and v^at a seller is willing to take. 



Directions: Define the concepts of supply and demand. Develop a graph from the 
following information and determine demand at a given price. 



Demand : 



Supply: 



Customers are willing to pay: 

$15.00 for a quantity of 5 
$12.00 for a quantity of 10 
$10.00 for a quantity of 20 
$ 7.00 for a quantity of 30 
$ 5.00 for a quantity of 40 



Suppliers are willing to offer: 

$ 5.00 for a quantity of 5 
$ 7.00 for a quantity of 10 
$10.00 for a quantity of 20 
$12.00 for a quantity of 30 
$15.00 for a quantity of ^^0 
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ECONCMICS AND MARKETING 
FUNPAMENTALS OF MARKETING 



TASK! B016: Define supply and demand. 

TASK# B018j Describe the influences and interactions of supply and demand. 

TASK* B019s Identify that the market price of a product is based on what a 
consumer is willing to give and what a seller is willing to take. 

KEY 

Demand: The ability and desire of consumers to buy economic goods and services. 
Supply: The goods and services that are available for sale. 
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FUNDAMENTALS OF MARKETING 

# 

TASK# B017t Distinguish between buyer ♦s and seller »s markets. 

Directions! For each of the following situations, identify if it is a seller's 
market (S) or a buyer's market (B). 

1 . Winter coats for sale in March 

2. Winter coats for sale in November 

3. Christmas cards for sale in January 

4. Christmas oaras for sale in November 

5. Pumpkins for sale in October 

6. Nttebooks for sale in August 

7. Rakes for sale in September 

8. Snow blowers for sale in March 

9. Sand box toys for sale in June 




.10. Bedding plants for sale in May 



• 
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BCONCMICS AND MARKETING 
TASK# B017: Distinguish between buyer and seller markets. 




J 1 • Winter coats for sale in March 

2* Winter coats for sale in September 

3. 3» Christmas cards for sale in January 

.J 4. Christmas cards for sale in November 

5# Pumpkins for sale in October 

J S. Notebooks for sale in August 

J§ 7» Rakes for sale in September 

B 8.. Snow blowers for sale in March 

,.5 9* Sand box toys for sale in June 

J 10 • Bedding plants for sale in May 




ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 




TASK# B020j Identify the effects of competition on buyers er^i sellers. 



Til? n^m Qane 

Brief Description of Activity: 

This is a learning game that allows students to experience the effects of 
competition in the market place. By playing the game, students can gain a 
better understanding of the role of competition in our private enterprise 
system. 

Materials Needed: 

1 . Copies of game instructions . 

2. Red, white, and blue chips or paper cutouts used for money. (May also 
use play money) 

3. Play money 

Plain 8 1/2" x 11" paper 



Purpose: The Plane Game is designed to provide students with a better 
understanding of the role played by competition in a private 
enterprise system. By playing the game? students can directly 
experience the effects competition has on buyers and sellers. 




Organization 

Playing Teams: Players are organized into 5 teams (2-5 players per team) 
representing the following groups: 






TEAMS 


ROLES 


SELLERS 


1. Airline Manufacturer No. 1 
2' Airline Manufacturer No. 2 


Both manufacturers produce and 
sell large, medium, and small 
planes for profit . 




3. U. S. Government 


Buys large, medium, and small 
planes for military and other 
government uses. 


: BUYERS 


4. Commercial Airline Company 


'Purchases large and medium 
planes for paying passengers. 




5. Private Owners 


Represent individuals who buy 
medium and small planes for 
tlieir private use (players work 
as a team for game purposes.) 
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ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# B020s Identify the effects of competition on buyers and sellers. 
The Plane Game (continued) 

Moneys Obtain red, blue, and white chips or paper cutouts to use as money for 
buying and selling planes. Values for each color arej 

Red - $1,000 each 
Blue - 500 each 
White - 100 each 

(Note J If desired, play money could also be used.) 

Production: Plain sheets of 8 1/2" x 11" paper should be used as the raw 
material for building aircraft. Manufacturers may purchase paper 
from the teacher only during the ■Planning Session.* Cost per 
sheet is ^1,000. In constructing planes, manufacturers mst use hz. 
fhll sheet for large planes. 1/2 shee t for medium planes, and 1/4 
sheet for small planes. Planes may be decorated using pens, 
pencils, crayons, markets, or any other available nmterials. 

Ebv to Play 

Step 1 - Group players into the 5 playins teams. Each team should select a 
leader and a banker (to handle the team*s money). The selling teams 
(manufacturers) may want to name their companies and develop signs, 
slogans, trademarks, etc. 



Step 2 - Each team begins the game with a specific amount of money. Allocate 

starting amounts for each team as follows: 

Sellers (^1 0.000 per team) Buyers ($32tQOQ P^r.. tgaw) 

4 Red Chips = $ 4,000 20 Red Chips = $20,000 

10 Blue Chips = $ 5,000 20 Blue Chips = $10,000 

10 White Chips = ^ 1 .000 20 White Chips = $ 2.000 

Total = $10,000 Total = $32,000 
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TASK# B020j Identify the effects ^f competition on buyers and sellers. 
The Plane Game (continued) 

Step 3 - Play begins with a 15-20 nlnute planning session. During this 
session, the members of each team should work together to make their 
plans and develop their marketing or buying strategy. Listed below 
are some examples of things that the different teams may with to 
discuss. 

Sellers i 

a. How much paper to buy? (Remember that raw materials may only be 
purchased during the planning session.) 

b. Whether to build large planes, medium planes, small planes, or 
planes of all 3 sizes. 

c. How to build and decorate the planes? 

d. Which buyers will the company sell to? 

e. What prices will be charged? 

f . How to promote and sell the product? 

g. How to overcome competition from the other manufacturer? 



B p y .e r s .: 

a. What kinds of planes to buy? Appearance? 

b. How much is the team willing to pay for the planes? 
0. Which manufacturer to deal with? Both? 

d. What kind of quality will be acceptable for planes purchased? 

e. How to negotiate with sellers and how to make purchases? 



Step 4 - When the planning session is finished, the teams are ready to begin 
the trading session. The focus of this session is on the actual 
production, buying, and selling of planes. The trading session may 
last 15-20 minutes, or as long as active trading is going on. At the 
appropriate time, the teacher she** Id announce the end of the round and 
all trading nnist cease. jSfote t ?uyer teams are required to complete 
at least g. transactions per round of play. 
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TASK# B020s Identify th«> effects of competition on buyers and sellers. 
The Plane Game (continued) 

Step 5 - Repeat steps 3 and ^. If possible, players should complete a mlnlnum 
of 2 rounds of play. 

Step 6 - Winnin g - In The Plane Gan®, there are two different winners: a 
winning seller team and a winning buver team. To determine the winner 
in each category, follow these procedures: 



Sellers ; The winning seller team will be the manufacturer who has 
earned the most "profits" by the end of the game. To 
compute their profits, the teams should deduQt the value of 
all left-over planes from the amount of money they have at 
the end of the game. Left-over planes should be valued at 
cost prices: $1,000 for large planes, $500 for medium 
planes, and $250 for small planes. 

Buyers t The winning buver team will be the one with the greatest 
"total worth" at the end of the game. To determine their 
total worth, the teams should first oonspute the total value 
of the planes they have purchased during the game. Again, 
planes should be valued at: $1,000 for large planes, $500 
for medium planes, and $250 for small planes. Once 
computed, the value of the planes should be added to the 
amount of money they have remaining. This figure represents 
their "total worth". 
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ECONCWICS AND IiARKETING 
FUNDAMENTALS OF MARKETING 

TASK# B020: Identify the effects of oompetltion on buyers and sellers. 

Use the following t,:'estions either orally or in written form to evaluate the 
objectives. 

1 e What were the goals of each team? 

2. What roles did players assume within each team? 

3. In what ways did the teams compete against each other? 

4. In what ways did they cooperate? 

5. How did the competition affect the selling teams? Buying teams? 

6. How did competition affect prices? 

7. How would you define competii-iohi 

8. What would happen if the groups did not compete with each other? 

9. Do you think the government (teacher) should have exercised more control 
over the game and/or the amount of competition? 
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ECONOMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# B021s Explain why competition is inportant to the successful functioning 
of a private free enterprise system. 



Assignment 

In a written report explain why competition is important to the successful 
function of a private free enterprise system. 
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ECONCHICS AND MARKETING 
FUNDAMENTALS OF MARgSTING 



B021: Explain why competition is important to the successful functioning 
of a private n^ee enterprise system. 



Answers will vary but should include: 

- Rivalry among businesses for customers causes businesses to change and 
grow, thus improving living conditions for everyone. 

- Causes innovativeness 

- Keeps prices under control 

- Increases GNP 

- Helps determine what will be produced 
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SCONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# B023j Explain the functions Involved in marketin^^ products and services. 



Place the following marketing functions in the order in which they ooour by 
placing the number 1 for the first function, the number 2 for the second 
function, etc. 



Pricing 

Selling 

Packaginti 

Buying 

Warehousing 

Promoting 

Servicing 

Financing 

Researching 

Transporting 
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ECONCMICS k.m MARKETING 
TASKS? B023: Explain the functions involved in marketing products and serv*>es 




8 Pricing 

9 Selling 

^ Packaging 

7 Buying 

5 Warehousing 

6 Promoting 
10 Servicing 

2 Financing 

1 Researching 

4 Transporting 




ERIC 
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ECONOMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 

TASKi? B024s Define the meaning of a market for a product. 

TASK# B025: Describe how a market for a product can be identified, 

TASKtf B026: Identify demographic characteristics that would compose market 
segments for particular products. 



You have just invented a new product (your choice) and want to get it in the 
market place as soon as possible. Use the following guidelines to write a 
report. 



Guidelines: 
1 . Briefly describe the product 




2. Identify whether it is a product in the consumer or industrial market. 
Describe how you identified the market including a definition of a market 
for a product. 



3. List the demographic characteristics that compose the market for your 
product. 



• 

ERIC 



67 

213 



ECONCMICS AND MARKETING 
FUNPAMSNTALS OF MARKETING 



TASK* 3024 t Define the meaning of a market for a product. 

TASK* K>25s Describe how a market for a product can be identified. 

TASK# B026: Identify demographic characteristics that would compose market 
segB^nts for particular products. 

KEY 

Product Plan and demogrsqphics: 
Did the student address: XIS SOMEWHAT Mfi 

1 . occupations 

2. family cycle 

single , married , mature 

3. life style 

social activity, cultural activity, 
fashion consciousness* sports participation 

4. income 

individual or family unit 

5. age 

6. residence 

urban, suburban, rural 

7. product description 

physical features 

8. specific product item 

9. product line 

group to be classified with 

10. product mix 

well companies, be interested in adding 

1 1 . definition of a market 

12. identify the market segment 



68 

2VJ 



ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# B027j Define channel of distribution. 

TASK# B028: Describe two basic types of distribution. 

TASK# BC29; Describe the functions performed by channel Intermediaries 

TASK# BO3O: Explain the meaning of integrated distribution. 



You are a manufacture^^ of a new style of kitchen appliances. Develop a poster 
showing the type of distribution you would choose, what intermediaries* 
functions would be and an integrated outlet. 
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ECONCMICS AND MARKETING 

TASK# B027j Define channel of distribution. 

TASKS? B028: Describe two basic types of distribution. 

TASKi B029: Describe the functions performed by channel jntermediaries. 

TASKi? BO3O: Explain the meaning of integrated distribution. 



KEY 



PRODUCER 



INTEGRA' 



AGENT 

For storage transportation 



CHANNEL-Highway, Railway 



RETAILER 



CUSTOIER 
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ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# B022 
TASK* BO 31 
TASK! B032 
TASK# B033 



Define marketing functions. 

Define Gross National Product. 

Identify oonjponents of GNP calculations. 

Explain why the U.S. GNP has continued to grow. 



Brief Description of Activity: 

This Jeopardy game is designed to measure the students' knowledge of the 
concepts of profit, marketing functions , GNP, and channels of distribution. 

BvJles & Instructions: 

1. Diviue the class memf>ers into equal teams. Teams can be designated by 
colors (red, blue, orcnge, yellow, etc.) Team members should sit together. 

2. Place a row of chairs at the front of the room (1 chair for each team). 
Tape a piece of colored construction paper on the board behind each chair 
to designate each team^s place. 



3. Each team will send a representative to the front of the room. 

4. When* the host reads the answer, the first person who stands up will be 
called to give the question for the answer. The host will call the name of 
the person who may respond. All responses must be in question form (ex. 
What is profit?). 

5. After a team member responds (correctly or incorrectly) he/she must be 
replaced by another team member. 

6. Money should be awarded or taken away from the teams after each play. The 
sccrekeeper should also be recording each transaction on the board or on 
paper . 

7. The team with the most cash will win the game. The teacher may wish to 
provide an incentive of some type for the winning team. 



Materials and personnel needed: 



u 


Transparency of Jeopardy game board 






Cardboard /paper squares to place over categories as 


they are used . 


3. 


Play money 




4. 


Answers and questions 




5^ 


A game show host (should be a person other than the 


teacher) 


6. 


Judge and facilitator (teacher) 




?• 


Sccrekeeper 




8- 


Colored construction paper 
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KJONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 




TASK# B022 


, 8031, 


B032, B033: 








1 Answer 1 


I Question 






the sale of goods and services. 


wnciu XS pZ^OXXUi 






consumers. 






$300 


The selling price of products minus the 


What is gross 
prox r 




$iJOO 


The selling price of products minus the 
cost of merchandise and operating 
exrenses • 


What is net profit? 




$500 


The reason people engage in the 
production and sale of economic goods 
and services 


What is profit 
incentive? 




GNP 


$100 


What the letters GNP stand for* 


What is Gross 
National Product? 




$200 


The total dollar value of all goods 
and s^^rvioes produced by a country in 
a year* 


What is GNP? 




$300 


How well the people in a nation live* 


What is the standard 
of livlJig? 




$400 


Consumer spending, business investment, 
exports, government spending & imports 


What is GNP? 




$500 


Population increases, increases in the 
labor force, productivity of workers, 
technological advances, and the 
specialization of labor* 


What are factors 
that affect GNP 
growth? 
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ECONOMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



nSU B022, B031, B032, B033: 



Cate^corv 




Answer 




Channels 
of 

Distribu- 
tion 


$100 


The producer sells directly to consumer 
with no middlenien Involved . 


I^hat is manufacturer 
to Gonsuroer*? 


$200 


This channel does their own selling, 
warehousing, delivering and financing 
to large retail establishuients. 


What is manufacturer 
to retailer to 
consumer? 




$300 


The most frequently used channel of 
distribution from producers to storage 
facilities to business establishiasnts 


What is manufacturer 
to wholesaler to 
' retailer to consumer' 




$i{00 


The producer handles storage and trans- 
portation but does not hire a sales 
force . 


' What is manufacturer 
to agent to retailer 
; to consumer? 




$500 


Interorganizational systems used to 
move products from manufacturers to 
retailers. 


I'Jhat is a channel 
of distribution? 




Market 
Functions 


$100 


Advertising and display strategies 
designed to increase customer demand * 


: What is promoting? 




$200 


The function of marketing that deals 
with storing and moving products • 


What ^^rehoJsing 
and transportation? 




$300 


The function that requires marketers to 
find customers, meet competition » and 
set prices. 


: What is selling? 




$400 


This function involves the selection of 
the products or services to be sold and 
the negotiations of terms of sale with 
the manufacturers or vendors. 


What is buying? 



73 



ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARgETI?fG 




ECONCMICS AND MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# B032: Identify components of GNP calculations. 

XASK# B033t Explain why the U.S. GNP has continued to grow. 



You have Just become the economic adviser to the President. The country, 
however, is not having as good a fortune as you. Unemployment is up, consumer 
spending is down and interest rates are on the rise. Explain what you feel imst 
be done to the five major components of GNP to get the country back on track. 
How do you plan to show a growth in GNP, and give an example of how tl.is has 
happened in U.S. history causing GNP to continue to grow. 
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ECONCMICS AND MARKETING 



TASK# B032: Identify conponents of GNP oaloulations • 

TASK# B033: Explain why the V.S. GNP has continued to grow. 



SSI 

If uneisploynient is up, personal consumption and expenditures are down. If 
interest rates are going up, Gross Private Investment, and government purchases 
are down. Imports are exceeding exports. To get things back on track, decrerse 
interest rates, then private industries will produce moret which will employ 
more people causing consumer spending to increase and more exports. 

GNP growth can be shown in many eras of history. Students answers will 
vary but should show: 

- Increase in population: more goods and services needed or wanted 

- Increase in labor force: more workers means more spending 

- Specialization of work force: increased productivity 

- Technological advances: increase in productivity and efficiency making 
more goods and services available. 
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EMPLOYMENT AND ADVANCEMENT 
FUNDAMENTALS OF MARKETING 



TASK# 


C001: 


Identify 


personal occupational 


requirements. 


TASK# 


C002t 


Describe 


entry-level marketing 


jobs available in most comnunities . 


TASK# 


C003: 


Identify 


possible advancement patterns. 


TASK^ 




Identify 


a tentative marketing 


occupational interest. 



Brief Description of Activity: 

Students will develop a list of ten personal traits they possess. Using 
the classified section of the local newspaper, ask students to list entry-level 
marketing jobs that are currently available. Students should then identify the 
jobs that are of interest to them and match their qualifications and personal 
traits to these jobs. Describe the advancement patterns of each of the jobs of 
interest. 



Materials Needed: 

1 . Newspapers with classified sections 

2. Worksheet 
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EMPLOYMENT AND ADVANCEMENT 
FUNDAMENTALS OF MARKETING 

TASU C001, C002, C003, C004 
KEY : Sample Worksheet 

WORKSHEET 
Personal Traits 

1. 6. 

2. 7. 

3. 8. 

4. 9» 

5. 10. 

Flag? pf gffplQjsiagiit. Jpt> 

1. 

2. 
3. 
i|. 
5. 
6. 



2, 
3. 
4. 



1. 

3. 



Jobs of Interest To Me 
ilSk Qua 1 1 flea tlons /Traits Needed 



^ Advancement Opportunj,tj>eg 
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EMPLOYMENT AND ADVANCEMEfIT 
FUNDAMENTALS OF MARKETIN:- 



TASK# C005! Develop a confident attitude toward participating in an employment 
interview. 

TASK# C006: Meet the standards of appearance and behavior required for the 
interview. 



TASK# COOT: Complete a personal resume. 

TASK# COOS: Complete employment application forms for marketing employment. 
TASK* C010: Complete a personal interview and follow-up. 



Directions? Students should be divided into groups of 2 to 3. Students will 
interview each other for the position of assistant manager of a local 
retail business. In preparation for the interview, each student should 
develop & per:»onal resume, complete the attached application blank, and 
prepare for the personal interview. In addition, each student should 
prepare a list of questions to ask as the interviewer. 

Upon completion of the above written material, each student should 
prepare to be interviewed by one of the group memibers. Appropriate dress 
should be required. Following the interview, student? should develop an 
appropriate follow-up letter to the interviewer. The attached rating sheet 
should be utilized *in evaluating the student *s abilities for this activity. 
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EMPLOYMENT AND ADVANCEMENT 




fPNPAMEMTALS OF MARKETING 

EMPLOYMENT APPLICATION o=. 




(Pieose rype or pnnr if vou need oddinonoi spoce pieose ofrQcts o second sheer) 



Posmon applied for: ' 


Soiofv Exoeced: 


Pemnonenr ^ 
Temporary __ 


Fullnme — « 

Poirrrme 


Full 

Nome- 




SociQi 

Secunry Number: 




Address; 




Phone ^: 




Pefmonenr 
Address; 




Phone 




Hove you ever womed under onotner name? Yes 


No usr: , 







EMPLOYMENT RECORD 



Usr lost QO^non hrv ( f Oiiure f o occjf or occounf ter ail pencxis dunng me fosr seven yecn may teod ro ycx^r oppiiconon nor betng consioefed 
or if omissions or fotsihcononi ore di$ccrvefe<J sufi6e<}u€nf ro your emptoymenr, sucfi on^issions or falsiftCQnons wtil be suffiaeof cause for 
Oad^qrge. ^enocs of S^ooi shouio oe '♦sfeo Dy iisnng rne Scnoci m me nome of me Compony ond iisnng ft>e oores orrenoee.) 




^ S*Qmng Dare 


! Nome of Company: 




i Supervisor's Nome: 


Leovjng Oore 


I ioo Tirtes & Dunes; 




! Compony Phone 


Rare of ft^y 


i 




i fXecson for Leovtng: 

i 


Wete you unemployed 
t3erwe^ oosinons? Yes 


No How Loi^rj? 


Why? 




^ 2 Sromng Dore 


^ Nome of Compcny: 




1 SupervTsofsNome 


Leoving Dore 


f Jod Tirtes 6 Ounes; 




1 Company Phone ^: 


I^re of Pay 






j f^eoson for Leovtrjg: 


Were you unemployed 
t3en-veert posinons? Yes 


No How Long? 


Why? 




^ Sfomng Dore 


Nome of Componyr 




1 SuperMsofs Nome: 


Leaving Done 


Job Tirtes (r Dunes.- 




i Compony Phone 


fkwe of Poy 






\ f^ecson for Leo^^ng: 


Vi/iere you unemployed 
oer^een posmons? Yes 


No How Long? 


^Vhy? 




^ Sromng Dore i 

i 


Nome of Compony: 




1 Supefvisors Nome: 


leovtng Dore 


Job Tirtes 6 Dunes: 




. Compony Phone ^: 


IXore of fKxy ] 

, ■ — . ■,.,■.-,» i< 






i^$cson fot' Leovtng; 



Were you unemployed 
berween posjnons? Yes 



No 



How Long? 



Why? 




No 



Hove yoy ever been osl^ed ro resign or been fired for cause? Yes . 

AAoy we conroayow previous empioyeis? Yes No f^feose itsr by number me employers you wish us nor 

TO conroc. . . . 



If presenrty employed, why do you desire ro d^onge empioymenr? 
Q Hove you ever wofHed for this Compony before? Yes No _ 



''Mnen? 



ERIC 
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QtPLOTMENT AND ADVAKC^SNT 

EDUCATIONAL RECORD 



Number of v^re comptered? 1 2 3 4 5 6 7 d Q 10 li 12 10 14 l5 16 17 18 



^Gfommor ; 


Nome and Loconoc 




To 
iQ 


' Graduored | Mcjor Course Wort< 

i 


Hiah Sctiool 1 




i 19 


19 




Coil©ce 




i 1^ 

i 


1<? 


; i 


OfTier 




' 19 


. 19 




1 

} 
\ 




; 19 


• 19 


i ! 


• 

Pfeose iisr ony ouwd© scnooi ocnvm^s you were ocnve m: . , — - 



GENERAL INFORMATION 

Aje you older tfion 16 bur less man 70? Y©s No - Are you older man 21 ? Yes No 

Hove you any physical defecrs mor would prevenr you from performing me dunes of me posinon ffKir you ore opplymg for? 
Yes - No . if "Yes" pieose lisf: , — , 

Hove you eve' -^eived Wort^mon s Compensonon? Yes No If "Yes" expiom: • 



Do you hove nronspononoo ro end from wort*? Yes — No 

>4/hQr shifr ore you wtlling ro worK? Ooy Nlghr Swing Any 

m you wort<: Soiufdoy _ doy __ Holidoys „ 

Nome of ony retortve wori5ing for tfiis Compony ond ihefr retononsnip ro you? 

If on Qllen. do you hove, o legoi nghr ro be in rhe U.5.? Yes No 



If on olten. do you hove rhe nghr ro occepf employmenr m rhe U.S.? Yes No 

Have you ever been det aed o bond? Yes No 

Is there any reason why you would now be denied bond? Yes No 

If this box hos been ched<ed pieose fill our □ Uniform size needed 



list oddlnonol nom^ of people worthing here who know you very well. 

In cose of emergency pieose nonfy^ f^eiorionship 

^resj . Pf^one 

MIUTARY RECORD 

Are you now or hove you ever been in me mtltror/? Yes No 



If "Yes": Qfonch of service? From To Date of Discharge 

Highesf RonM Obrotned? if in Reserves: Acnve inocnve 



♦IMPORTANT-PLEASE READ CAREFULLY* 

I hefet^ ouihonze tnvesngonon of ca . rcremenre conroined m ttnis oppliconon. including inquiry of any and oil of nny former 
WTiploye<5 Of references os moicorec se where in the oppliconon ond hold sosd former employets ond/ or references hoim- 
TOssfrorri llobiHiy onsfng therefrom i c-'rn rhofoiliheinformononconfoined m this oppliconon is true ond conecr ond thorony 
misrepresenroiton. fblslficonon or omtss(on heretn shoil be suffictenr reason for dismissol from, or refusol of empioymeof. If 
emptoyed. I hereby agree ro QOidc ov cii ootiaesond ajfes of this Compony which govern diess. hoir. grooming ond ontnjde. 



EMPLOYMENT AND ADVANCEMENT 
FUNDAMENTALS OF MARKETING 

TASK# COOS, C006, C007, COOS, C010: 

KEY 

Resume included: 



1. 


personal information 


2, 


professional objective 


3. 


education 


4. 


work experience 


5. 


awards, scholarships 


6. 


use of action words 


7. 


use of self-descriptive words 


8. 


references 



Application: 
9* answered all questions 

10. supplied vital information 

(name, social security number, phone 
number, references) 

1 1 * was neat 

12. had accurate spelling and proper grammar 

13* wrote ^Wk^ when quesitons did not apply 

Interview? The student; 
14 ♦ showed preparedness 

15. answered questions honestly 

16. dressed appropriately 

17. had good grooming and correct posture 

18. had appropriate mannerisms 

Follow up: The student; 

19* thanked interviewer for time 

20. left proruptly 

21 . sent follow-up letters 
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EMPLOYMENT AND ADVANCEMENT 
FUNDAMENTALS OF MARKETING 



TASK# C009: Recognize the purposes and types of employment tests and general 
guidelines for taking them. 

Matching: 

Identify the purpose of the employment tests (Column A) by selecting the 
appropriate description from (Column B). Select the corresponding example from 
(column C). Place the correct letters and numbers in the spaces provided. 

Column A - (Purpose) Colun.'m B Column C 

Interest inventory 

Aptitude test 

Performance test 

Aohieven^nt test 

Colupyi B - (Description) 

a. Demonstrates the ability to do the work you are being hired to do. 

b. Measures the knowledge an individual currently possesses. 

c. Measures an individual's ability to leam a certain subject. 

d. Measures an individual's likes and dislikes. 

Column C - (Examples) 

1. Kathy likes to work with people, but doesn't like to do paperwork. 

2. John demonstrates that he could be good at bookkeeping if he wgre to obtain 
the appropriate training. 

3. Gina has performed well in two marketing classes. 
^. Laura can type 75 words per minute. 
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EMPLOYMENT AND ADVANCEMENT 



TASK# C009; Recognize the purposes and types of eoploysient tests and general 
guidelines for taking them. 

KEY 



Column A - (Purpose) Col^m B Cplum, C, 

Interest inventory d 1 

Aptitude test c 2 

Performance teat a 4 

Achievement test b __2 
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EMPLOYMENT AND ADVANCEMENT 



TASK# coil: Explain the importance of rules and regulations in a business. 
TASK# C012: Describe desirable work habits. 



You have just opened your own marketing business. You know it is very 
important that your employees have rules and regulations to follow while at 
work. Develop rules and regulations for your business using the following 
guidelines . 

Guidelines: 

1. Briefly describe the type of business you have started. It may be any 
marketing business that interests you. 



2. Develop a list of ten rules and regulations concerning personal 
conduct and dresu/appearance appropriate for your employees. 



3. Describe the purpose and importance of each rule. 
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EMPLOYMENT AND ADVANCEMENT 
FUNDAMENTALS OF MARKETING 



TASK# COIlt Explain the iD?)ortance of rules and regulations in a business. 
TASK# C012: Describe desirable work habits* 

Answers will vary but they should be appropriate for the specified type of 
business « 

Example: 

U Fast food restaurant • 

2. Rule/: Employees will wear the uniforms provided, 

3* Purpose and importance of rule 1: to maintain a consistent and 
professional image. 



86 



EMPLOYMENT AND ADVANCEMENT 
FDNDAMENTAL S OF MARKETING 



TASKi? C013s Explain gross pay and net pay* 

You have just received your first paycheck fronj the ACME Marketing Research 
Company. (Refer to attached payroll earnings statement). 

1. Explain the difference between your gros?? pay and net pay. 

2. What deductions were taken from your paycheck? 

3. What is the dollar amount difference between your gross and net pay? 
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CURRENT 



c 

g 



ID No. 
032-47-0689 



PAY PES OD ESO 

0<>/30/89 



'^M CODE 
FED S'A-^E 

MOO MOO 



ACME Marketing Research Co. 
Earnings Statement 



NUVQER 

^►63393 - 



QROS& PAy 

l»023»89 
4f095«56 



•AXES 



lt023*39 
<»»095.56 



136*56 

546. 2*^ 



rtPE OF PAY Hf^S a^OSS ^MT 

REGULAR 1*023.89 
♦♦♦TOTAt GROSS*** lt023.89 



10.50 ! 



VET PAY 

876.83 



26DUCTON TYPE 

FgOERAL TAX 
STATE TAX 
PARKING 
*TOTL DEO* 



113.53 
23.03 
10.50 

U7.06 



♦♦****y6AR-T0-0ATE****** 
FEDERAL TAX 454.12 
STATE TAX 92.12 



CO 



23:) 



o 

o 
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EMPLOYMENT AND ADVANCEMENT 
FUNDAMENTALS OF MARKETING 




T4SK# C013: Explain gross pay and net pay. 



KEY 

1. a. Gross pay is the total amount of money earned on the job. $1,023.89 

b. Net pay is the amount received after deductions are subtracted. 
$876.83 

2. Deductions are as follows: 

a. Federal tax - $113.53 

b. State tax - $ 23.03 

c. Parking - $ 10.50 

3. Difference between gross pay and net pay is $1^7.06. 
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EMPLOYMENT AND ADVANCEMENT 
FUNDAMENTALS OF MARKETING 



TASK# COU: Identify ways of tyin^t school and work experiences together. 



Develop a list of 10 concepts that you have mastered in school and explain 
how they can be helpful in your present or future work experience. 

School Work 
(resume) (job seeking) 



1. 



5. 

6. 



8. 



9. 



10. 



2. I 

3. I 

4. I 
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EMPLOYMENT AND ADVANCEMENT 
FUNDAMENTAL S OF MARKETING 



TASK# C014; Identify ways of tying school and work experiences together. 



KEY 

Answers will vary but should include such things as human relations to get 
along with fellow employees; math, English, etc. to be a competent worker; 
completion of assignments to demonstrate follow through. 
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HUMAN RELATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 

TASK^ D001: Define human relations. 



The terms "psychology" and "human relations" are often used interchangably , 
Why would a person be misusing these terms when used interchangably? Be sure to 
give the proper definition of each term. 
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HUMAN RELATIONS IN MARKETING 
FPNDAMENTALS OF MARKETING 



TASK^ DOOIt Define human relations. 
Key Polnta 

1. Psychology is the science of human behavior. 

2. HuDan relations is the art of getting along with others. 
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HUMAN RELATIONS IN MARKETING 
FUNDAMENTAL S OF MARKETING 



TASK^ D002: Identify the prominent human relationships in marketing businesses. 



WORKSHEET or CLASS DISCUSSION GUIDE: 

For each of the following situations, identify whether unstructured or 
structured human relations are appropriate* Write an example of how you would 
respond to each person based on your relationship with him/her. 

1. Tou are shopping with your best friend* He/She tries on an outfit for the 
big school dance and asks your opinion of how it looks. You don't like h >w 
it looks. Describe what you would say to your fsniend. Remember to express 
your opinion honestly, but with tact. 

- Type of human relations appropriate. 

- Response: 



2. You are a salesperson in a clothing store* A customer tries on an outfit 
that doesn't complement his/her figure. He/She has asked for your honest 
opinion of how it looks. Describe your response. 

- Type of human relations appropriate. 

- Response: 



3* Your boss asks you to empty all the trash cans in the store. You know it 
is your co-worker's turn to do the job and you don't believe you should 
have to do it. Desci*ibe how /ou would respond to your boss. 

- Type of human relations appropriate. 

- Response: 
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HUMAN RELATIONS IN MARKETING 
FUNDAMENTALS (F MARKETING 

TASK# DOO*?: Identify the prominent human relationships in marketing businesses • 
(Worksheet continued) 

4. Your mother sisks you to wash the dinner dishes* You know it is your 
brother *s turn to do the job and you don^t think you should have to do it# 
Describe how you would respond to your mother* 

- Type of human relations appropriate* 

- Response: 



5* You are at a party at a friend ♦s house • A close friend introduces you to a 
girl who recently transferred to your school. Describe the first few 
minutes of your conversation with the new girl # 

- Type of human relations appropriate. 

- Response: 



6. You are a salesperson at a local health club. You are responsible for 
greeting potential members and gc?tting to know them before beginning the 
sales presentation. Describe the first few minutes of your conversation. 

- Type of human relations appropriate. 

• Response: 
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HUMAN RELATIONS IN MARKETING 
FONDAMENTALS OF MARKETING 



TASK# D002: Describe entry-level marketing jobs available in most communities. 

1 . Unstructured 

Students should write a response appropriate for this unstructured 
situation. 

2 . Structured 

Students should write a tactful, courteous response appropriate for this 
structured situation. 

3 . Structured 

Students should wr-.te a respectful, tactful response appropriate for this 
structured situation. 

4. Unstructured 

Students should write a tactful, respectful response appropriate for this 
unstructured situation. 

5 . Unstructured 

Students should wite a friendly, courteous response appropriate for this 
unstructured situation. 

6 . Structured 

Students should t/#rite a response appropriate for this structured situation. 
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HUMAN RELATIONS IK MARKETING 
FUNDAMENTALS OF MARKETING 



TASKi? D003: Identify the importance of self-understanding in marketing 
businesses. 

TASK# D006: Describe the in$>ortanoe of a positive self-image. 
TASK^ D007: Identify resources for self-understanding. 



Shannon is a fellow employee at New Wave, a local clothing retailer. 
Lately you have noticed that he/she has gone through some personality changes. 
You used to get along very well, but in the past few months you seem to argue 
quite frequently. For example, the two of you usually work the last shift 
together and share the closing duties. Each night Shannon will ask you which 
tasks you want to do. No matter what you choose, he/she complains about it. 
Nothing pleases him/her - the tasks are either too boring, too difficult, etc. 
By closing time, you have ended up doing most of them yourself. 

You realize that this cannot continue any longer. You have decided to talk 
with Shannon about the problem and make tactful augi'estions to him/her 
concerning self-understanding that will not hurt his/her feelings. Be sure to 
tell Shannon the importance of self -understanding and sources of it. 
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HUMAN l.^ATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# 0003 1 Identify the in?>ortance of self -understanding 
businesses. 

TASK# D006: Describe the Importance of a positive self-image. 
TASK* D007: Identify resources for self-understanding. 



m. 

Asaegsaeytt lyistrument 
The students 

1. talked with Shannon in a tactful matiner. 

2. explained the changes that he/she has seen occurring 
with Shannon. 

3. convinced Shannon that there is a problem. 

4. conveyed the importance of self-undei^tanding. 

(Ex: You cannot establish effective human relations 
before you know yourself. You laust know your individual 
strengths and weaknesses before you have the confidence 
to interact honestly with others.) 

5. suggested forms of self-understanding. (Ex: self- 
appraisal, personality test administered by school 
counselor or a psychologist, discussion with emploj^er, 
etc.) 
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HUMAN RELATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASK# D004s Analyze personal interests, aptitudes, traits, abilities, and 
attitudes • 

TASK# D005: Identify personal strengths and weaknesses* 
TASK# D008: Develop a plan of short and long-term goals. 



Ask each student to analyze their personal interests, aptitudes, traits, 
abilities and attitudes using the attached handouts 

Students should strive to answer each question with an honest response that 
reflects their individual personalities. 

After filling out the self-assessment instrument, students should list at least 
three strengths and three weaknesses for each area (see key) . 

Students will then derive one short-term and one long-^term goal for each area. 

These goals should be kept in a personal file held by each student. Students 
should be encouraged to review and revise their personal goals on a monthly 
basis . 

*(Taken from Personal Dynamics in Personality Development by R.M. Everhardt and 
Robert Leonard) 
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HUMAN RELATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# D004: Analyze personal interests, aptitudes, traits, abilities 
attitudes « 

TASK# DOOSs Identify personal strengths and weaknesses • 
TASK# D008s Develop a plan of short and long-term goals* 



KEY : Assessment Instrument 

YES 

Social Development 

3 strengths 

3 weaknesses 

1 short-term goal 

1 long-term goal 

3 strengths 

3 weaknesses 

1 short-term goal 

1 long-term goal 

Aohlevement-Motivation 

3 strengths 

3 weaknesses 

1 shoi*t-term goal 

1 long-term goal 

3 strengths 

3 vreaknesses 

1 short-term goal 

1 long-term goal 

Financial Development 

3 strengths 

3 weaknesses 

1 short-term goal 

1 long-term goal 

Creative, Potential 

3 strengths 

3 weaknesses 

1 short-term goal 

1 long-term goal 

Physical Development 

3 strengths 

3 weaknesses 

1 short-term goal 

1 long-term goal 

3 strengths 

3 weaknesses 

1 short-term goal 

1 long-term goal 
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TASK* DOOil, D005, D008 

SIXUAL DEVELOPMENT 

The way others act toward you is a clear reflection of the way you act 
toward them. This principle will serve you in achieving those things you select 
as social development goals. 

What type of person are you socially? Use the following social evaluation 
chart to determine if you are the person you would like to be* Then, set your 
social development goals and turn your weaknesses into strer^thst 





ye;^, 


NO 


SOMETIMES 


A. DO I LIKE OTHER PFOPLE? 

t» Do I display this Interest? 








2* Do I show concern for their problems? 








3» Do I show interest in their ideas? 








B. DO OTHER PEOPLE LIKE ME? 

1 • Do they enjoy being with me? 








2* Do they care about my problems? 




J 




3* Do they listen to my ideas? 








C. DO I HAVE THE ABILITY TO DEVELOP SOCIAL SKILLS? 
1 . Do I want to be more popular? 








2. Do I want to serve the needs of others? 








3» Do I display a positive attitude? 








D. DOES MY APPEARANCE ADD TO MY ACCEPTANCE BY OTHERS? 
1 • Do I select the right clothes for me— not 
just the current '^fads**? 








2. Do I take pains with my personal grooming? 








3. Do I know how to play up my good features 
and tone down my ^ad ones? 









HUMAN RELATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASK* DOOi*, D005, D008 




MENTAL DEVELOPMENT 

All conscious development is self-development. You soust 
cultivate the desire to learn, to broaden yourself, before you 
will accomplish any degree of mental development. The fact that 
you are taking this course proves that you are Interested in 
developing mentally. 

Use the following mental iniproveffient checklist as a guide in 
assessing your present methods of acquiring information. Then, 
set your mental development goals and go to work on your areas of 
weakness . 





YES 


NO 


SOMETIMES 


A. I READ 

1 . Newspapers 








2. News Magazines 








3. Trade Publications 








4. Classics 








5. Fiction 








6. Non-Fiction 








7. Inspirational Books, Texts on Management 








B. I ATTEND PROFESSIONAL MEETINGS 








C. I ATTEND JOB OR TRADE-ORIENTED CONFERENCES 








D. I ENROLL IN SPECIAL INTEREST CLASSES 








E. I VOLUNTEER FOR CHALLENGING JOBS. 








F. I PARTICIPATE IN THE FOLLOWING OTHER MENTAL 
DEVELOPMENT ACTIVITIES: 



HUMAN RELATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 



TASK* D004, D005, D008 

PHYSICAL DEVELOPMENT 

You may not have a desire to be a boxing 
champ or to be the baseball idol of the Little 
Leaguers, but being physically fit is a vital part 
of personal grovrth. Your relationships with other 
people, your enthusiasm for getting things done 
and the pace you set in accomplishing your goals 
in life are all affected by your physical well- 
being. Physical development is one of the most 
overlooked areas of our personal growth. We 
forget the value of good physical health until we 
either lose it or are faced with the possibility 
of losing it. 

Are you physically fit? Do you want to 
improve your physical health? Then take action — 
set your physical improvement goals, map out a 
plan for reaching these goals and achieve them. 
Use the following evaluation chart as an aid in 
establishing and reaching your own goals for 
physical development. 





YES 


NO • 




A. I SCHEDULE REGULAR MEDICAL EXAMINATIONS, 








B. I DO PHYSICAL EXERCISES REGULARLY. 






SOMETIMES 1 


C. I GET ENOUGH SLEEP. 








D. I GET INVOLVED IN OUTDOOR RECREATION. 








E. I EAT A PROPER DIET. 








F. I AM INTERESTED IN PROPER GROCMING. 








G. I PRACTICE THESE ADDITIONAL GOOD HEALTH HABITS. 
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TASK# D004, D005, D008 



FAMILY LIFE DEVELOPMENT 



Learning to comniunicate with your family is an art. Its biggest rewards 
are shared pleasures, pride and mutual respect. In this busy, fast-paced world 
of ours, it is sometimes difficult to find time to devote to the family. There 
are just too many other things bidding for each family member's time — subtly 
pulling them away from those who really mean the ra^st. 

Appraise your position now by using the following evaluation sheet. Then, 
use the suggested actions as a guide in achieving your family life development 
goals . 



ML 



A. I AM AWARE OF THE IMPORTANCE MY FAMILY PLAYS 
IN MY LIFE. 



B. I COIMUNICATE OPENLY WITH MY FAMILY. 



C. I AM AWARE OF EACH FAMILY MEMBER'S NEEDS 
AND DESIRES. 



D. I STRIVE TO HELP CREATE A WARM ATMOSPHE'^E 
IN MY HOME. 



E. I ACTUALLY PLAN WAYS OF INCLUDING MY 
FAMILY IN THE FOLLOWING ACTIVITIES: 
1 , Work 



2. Recreational 



3. Educational 




HUMAN RELATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# DOOil, D005, D008 

FINANCIAL DEVELOPMENT 

A good credit rating is essential in achieving aucceaa in the business 
world. When you begin a new enterprise, expand your current concern, solicit 
the support of new sponsors or clients, a note from your banker on your 
financial solvency can mean the difference between success and failure. Set 
your financial objectives, develop them by proper planning and then reach your 
financial development goals through consistent and sound money nanagement. 



Use the following evaluation sheet to assess your present financial 
position and to plan a financial development program. 





VERY GOOD 


GOOD 


BAD 


A. MY FINANCIAL POSITION IS: 








B. MY CREDIT RATING IS: 








C. MY PERSONAL BUDGET IS: 








D. MY BUDGET HANDLING IS: 








E. MY ACCOUNT STANDING IS: 








F. MY PLANNING FOR FUTURE FINANCIAL NEEDS IS: 








G. MY INVESTMENTS ARE: 








H. MY SAVINGS PLAN IS: 








! I. MY INCOME POTENTIAL IS: 








1 

J. I WILL IMPROVE MY CREDIT RATING THROUGH THE FOLLOWING STEPS: 




o 

ERIC 
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TASK# DOOif, D005, D008 

SELF-CONFIDENCE 





TRUE 


FALSE ^ 


UNCERTAIN 


A. 


I am bettor described as forceful and 
energetic than as njodest and gentle. 








B. 


If I worked in sales. I would earn less 
on a fixed salary than working only on 
commission. 








C. 


I am considered cautious when making 
decisions. 








— p. 


I prefer taking complete responsibility 
even when new at a job. 








B. 


I don't like to make decisions that 
affeot the livei* of others. i 








F. 


Z would rather try to do one thing well 
than use my energies in many areas . 








C. 


I don't mind offering my opinion to 
a stranger. 








H. 


I prefer not to ask for advice unless 
it is absolutely necessary. 








I. 


I like to try new things even when 
there is a risk involved. 








' J. 


In a group situation > I am likely to 
be less talkative. 








K. 


The best defense is a strong offense* 










If I didn't study for a test X would 
rather miss It than get a low grade 
and risk failure of the course. 








M. 


I feel more comfortable when I am in 
charge of things* 








N. 


I am better described as reserved than 
as assertive. 









0. 


If there is a will, there is a way. 
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TkSU D004, D005, D008 



ACHTSVEMENT-MOTIVATIQN 



TRUE 



FALSE 



UNgEpTMR 



jA. I tend to be accused of making excuses. 



^B. I tend to miss social eventa because of 
work commitments* 

I tend to give up on projects or activities 
because of time or difficulty involved. 

J). 1 like to plan things well in advance. 



.E. I tend to select goals that are easy 
to reach. 

F. I carefully map out my plans to 
accomplish my goals. 

.G. I often make sacrifices to get what I want. 

.H. I tend not to know what I want out of life. 



Ji. I prefer to work on tasks that are difficult 
and challenging. 

^J. I would rather engage in a sport or a game 
of victory. 

^K. I tend to question my ability to accomplish 
things . 

_,L. I can get things done but usually I have 
to be pushed • 

J^. Why knock yourself out when you don^t know 
what tomorrow will bring? 

^N. I would choose someone to play on my team 
because of friendship rather than ability* 

.0, I tend to lose interest in projects when 
they don^t go right. 




HUMAN REUTIONS IN MARKETING 
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TASK# D004, D005, D008 




CREATIVE POTENTIAL 





Jl. My ideas are not always easy to explain to 
others. 

_B. I would rather do research than teach 
school. 

JJ* I don^t like to waste time and energy on 

ideas that loaay not work out* 
JD* I find it easier to express ideas than to 

originate ideas • 

I prefer quick solutions to problems rather 

than dealing with uncertainty. 
J. I find that my way of thinking about things 

is often seen as different or unusual. 
^G. I find it easy to intermpt a project v^en 

friends call or visit. 
^H. I feel more comfortable with facts than 

with theories. 
^I. I would prefer to be good at making up 

stories than at telling them. 

I find it difficult to give up my ideas 

just to please others. 
J. I would prefer to design clothes rather 

than roodel them. 
^L. I prefer to work on ideas by myself rather 

than with otherr . 
it. The unconventional is more appealing to me 

than the conventional. 
.K. When I get an idea, I work on itt even if 

others think it far-out and inpractioal. 

I would follow up on my ideas if it didn't 

mean being alone so much. 
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TASK# D009: Develop harmonious professional relationships with co-workers i 
supervisors t and managers* 



CASE STUDY 

You are working at Two Scoops, a frozen yogurt shop* You are a very 
conscientious employee so the owner trusts you to manage the shop for a few 
hours every afternoon. You are good friends with one of your co-workers. On 
this particular afternoon your friend is really taking advantage of your close 
relationship. He/She arrived for work 20 minutes late, sat in the back room 
talking on the phone, eating a sundae, and didn^t complete most of his/her 
assigned duties. 

It is your goal to maintain the friendship with this co-worker while doing 
your job as acting-manager. Please answer the following questions by describing 
your actions. 

1 . What will you say to your co-worker to best solve this problem while 
maintaining a harmonious relationship? 

2. What actions will you take if your co«worker repeats this behavior 
after you*ve spoken to him/her? 

3» How will you respond if your co-worker gets angry at you? 

^. How will you describe the situation to your boss if the problem 
continues? 
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TASK^ D009j Develop harmonious professional relationships with oo-workers, 
supervisors, and managers. 



EM. 

Answers should be positive, tactful, respectful and courteous. Store 
policy and the bosses wishes should always be majjEitained. 
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HUMAN REUTIONS IN MARKETING 



TASK* D010; Develop relationships with customers that will favorably represent 
a business. 




WORKSHEET or ROLE PLAY 

For each of the following situations, write a brief description of how you would 
respond. You are trying to communicate a positive image of your company. 

1 . A customer walks into your auto parts store and begins looking at the 
tires. How would you greet him/her? 

2. You are a new salesperson at a bicycle shop. A customer has just 
called on the telephone and asked you a question about a new mountain 
bike. You don*t know the answer to the question. What should you 
say? 

3. You are a cashier working in the express lane at a local grocery 
store. A sign clearly states that only customers purchasing 10 items 
or less and paying cash should use the express lane. There are six 
people standing in line. One of the people has 15 items in his/her 
cart. It is obvious that the other customers are upset with him/her 
and they become angry when he pulls out a checkbook to pay for his 
purchases. How will you handle this situation? 

4. You are working at a clothing store. The store's return policy 
clearly states that items paid by check cannot be returned before 10 
business days have passed. A woman comes into the store wishing to 
return a pair of slacks. She purchased the slacks one week earlier 
and paid by check. She drove 50 miles to return the slacks and she 
needs the money very badly. How will you explain the store's policy 
to this woman? 

5. You work at a convenience store. A group of children are racing their 
bikes and skateboards around the store's parking lot and front 
sidewalk. You know this is unsafe, but the children are good 
customers who buy a lot of candy and soda during the summer. You 
don't want them to get hurt or lose their business. What should you 
say to the children? 





HUMAN RELATIONS IN MARKETING 
FUNDAMENTALS OF MARKETING 

TASK# D010; Develop relationships with customers that will favorably represent 
a business. 



KEY 

All responses should be positive, tactful, courteous and respectful. Store 
policy should always be maintained. 



0 
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MARKETING OPERATIONS 
FUNDAMENTALS OF MARKETING 



TASK# EOOIs Perform addition and subtraction applications in marketing « 



Directions: Complete the following income statement by calculating the missing 
information. 

BUB>^ BOATS 

Revenue From Sales: 
Gross sales 

Returns and allowances 
Net sales 

Cost of Merchandise Sold 
Opening inventory 

Purchases (including transportation) 
less returns to vendors 
Net purchases 
Total Merchandise Handled 
Closing Inventory 
Cost of Merchandise Sold 

Gross Margin 2,873 
Operating Expenses 930 

PROFIT $ 



$ 7,990 



3^770 
10Q 



8,790 



7,423 
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MARKETING OPERATIONS 
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TASK# E001: Perform addition and subtraction applications in marketing. 

Net sales = $ 7,910 

Net purchases 5 $3,670 

Total merchandise handled = $12,460 

Cost of merchandise = $ 5,037 

Profit = $ 1,943 
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MARKETING OPERATIONS 



TASK# E001: Perform addition and subtraction applications in marketing. 
TASK* E002: Perform nwltiplication and division applications in marketing. 
TASK# E003; Perform fraction and percentage sq^plications in marketing. 

Let's Dlav bingo! One person is to read aloud the following fractions (in 
any order they choose). Each player should cover the percentage equivalent to 
the fraction. Only one percentage will be covered for each call. 



1/2 


1/3 


2/3 




2/4 


3/4 


1/5 


2/5 


3/5 


n/5 


3/6 


2/8 


4/8 


6/8 


1/10 


2/10 


3/10 


4/10 


5/10 


6/10 


7/10 


8/10 


9/10 


7/7 
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MARKETING OPERATIONS 



TASK# E001: Perform addition and subtraction applications in marketing. 
TASK0 E002: Perform multiplication and division applications in marketing. 
TASK# E003: Perform fraction and percentage applications in njarketing. 



1/2 = 50$ 
Z/H = 50$ 
3/5 = 60$ 
4/8 s 50$ 
3/10 = 30$ 
7/10 = 70$ 

•rounded 



1/3 = 33$» 
3/4 = 75$ 
4/5 = 80$ 
6/8 = 75$ 
4/10 = 40$ 
8/10 - 80$ 
to nearest whole 



2/3 = 66$» 

1/5 = 20$ 
3/6 = 50$ 
1/10 = 10$ 
5/10 = 50$ 
9/10 = 90$ 
percent 



1/4 = 25$ 
2/5 s 40$ 
2/8 = 25$ 
2/10 = 20$ 
6/10 = 60$ 
7/7 = 100$ 
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MARKETING OPERATIONS 
FUNDAMENTALS OF MARKETING 



TASK# E004: Calculate correct prices of products or services and total amounts 
of purchases. 



Directions: Calculate the correct answer for the following problem. 

John is painting houses for the summer to earn money to pay tuition for 
next fall at State University. He is charging $7.50 an hour. Monday he painted 
for 10 hours. Tuesday he only worked for 4 1/2 hours, due to incliniate weather. 
Wednesday he worked for 6 hours, Thursday he worked for 8 1/2 hours and today, 
Friday, he finished the job and worked for 9 hours. What is the total number of 
hours he worked and what amount will the home owner be billed for the work 
completed? 
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TASK# E004; Calculate correct prices of products or services and total amounts 
of purchases* 



Monday 

Tuesday 

Wednesday 

Thursday 

Friday 

Total Hours 

Rate of Pay 



10 hours 

4*5 hours 

6 hours 

8*5 hours 
—2 hours 

38 hours 

$7»50 per hour 



Amount billed $285*00 (38 hours x $7.50 per hour) 
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TASK* S005: Handle various types of payment for purchases. 



Credit Card Purchase 

Julie just purchases a pair of shoes on bar credit card. The cost of the 
shoes was $29.95, the tax is 4.5/5, and your sales clerk number is 55. Explain 
the guidelines you would follow to complete the transaction. 



Cash Purchase 

A customer just made a purchase that totaled $27.65 and hands you a fifty- 
dollar bill. What do you do to complete the transaction? 



Check Purchase 

Amy made a purchase that cost $15.95 and writes a check for that amount. 
What do you look for to be sure the transaction is complete? 
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TASK# EOOS: Handle various types of payment for purchases. 



Credit- .Card, Purchase Guideline t 

- Check correct bank card 

- fill out all information on charge ticket, such as price, tax, 
description of shoes, total, department number, and sales clerk 
number . 

- check customer's signature on charge ticket with signature on back of 
bank card 



Cash Purchase Guideline; 



give the customer his/her change by counting up from $27.65. 

1 dime + 1 quarter s $28.00 + 2 ones » $30.00 + 1 twenty s $50.00 



Check Purchase Guidelines t 

- correct date written on check 

- both written and numeric amounts are the same 

- made payable to the appropriate business 

- if store policy dictates, ask for identification 

- check signature 



123 



MARKETING OPERATIONS 
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TASK^ E006j Handle returns for exchange, cash refunds, or charge credit. 



Di-'ections: Determine how each of the following returns should best be handled 
by placing an E (exchange), an R (ca^h refund), or a C (charge credit), in 
the blank to the left of the situation. Give, the reason for your choice in 
the space provided. 

1. Sherri purchased a crock pot for $15.95. She received the identical 

one as a wedding gift and decided to return it. Your store's policy 
states that the customer must have the sales receipt for a cash 
refund . 



2. The blouse Laura purchased was the wrong shade of green and didn»t 
match the suit she bought. She decided to take it back and find a 
white blouse instead. She charged the blouse on her Penney*s charge 
card for $3^.95. The white blouse was also priced at $3^.95. 



3. Jaclyn returns a can of hairspray because it has a defective spray 
nozzle. 



4. Marvin decided the !?• 3 he bought earlier in the day were not large 
enough for his office. Although he looked for another pair of lanps, 
none suited his taste. He paid $175.00, in cash, for the pair of 
lanps and had his receipt. 
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TASK# EOOCj Handle returns for exchange, cash refunds, or charge credit. 



KEY 

E 1. An exchange would be the best selection because she does not have a 
receipt. She couli probably use other merchandise and might purchase 
more than the original amount of the crock pot. 



^ 2. An even exchange can be transacted because both blouses are the same 

aniount. 



R or E 3. A cash refund (with a receipt) would be appropriate because the 
merchandise is defective. An exchange would also be applicable if she 
wished to have another product. 



5 ^« Marvin should receive a cash refund for his lanps as he just purchased 

them that day and had his sales receipt. 




ERIC 
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MARKETING OPERATIONS 
FONDAMEWTALS 0? MARKETING 



TASK# EOOTj Handle COD and layaway sales transactions, 



Pat Zachary selected a set uf china from the Houseware Department of 
Lazar*s. Upon oompleting the sales transaction at the check out counter, Ms. 
Zachary TomtA she had l4jft her credit cards at home. You suggest a COD 
arrangement in order to solve her problem. What are five rules that you must 
follow in handling Ms. Zachary 's COD transaction? 



• 




MARKETING OPERATIONS 
FUNDAMENTALS MARKETING 



TASKS? E007s Handle COD and layaway sales transactions. 
KEY Points : 

1. Add the COD charge ? which is based on the weight of the merchandise 

2. Add postage charges if business does not have a delivery service 

3. Get complete mailing address of the merchandise recipient 

Check the accuracy of the name and address by repeating the information to 
the customer or by having th*? customer read the information. 

p. Have the customer sign the sales check to help prevent deliveries which are 
refused upon arrival. 
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TASK# £000! Explain importance of inventory control. 

TASK# E009j Explain the term perpetual inventory. 

TASK* EOlOi Explain the procedures of a physical inventory. 



Brief Description of Activity: 

This Jeopardy game is designed to measure the students* knowledge of the 
concepts of inventory controls, perpetual inventory, physical inventory, and who 
is responsible. 



Rules and instructions; 

1. Divide the class members into equal teams. Teams can be designated by 
colors (red, blue, orange, yellow, etc.). Team members should sit 
together . 

2. Place a row of chairs at the front of the room (1 chair for each team). 
Tape a piece of colored construction paper on the board behind each chair 
to designate each team's place. 

3. Each team will send a representative to the fVont of the room. 

4. When the host reads the answer, the first person who stands up will be 
allowed to give the question for the answer. The host will call the name 
of the person who may respond. All responses must be in question form 
(ex: What is inventory?). 

5. After a team member responds (correctly incorrectly) he/she must be 
replaced by another team member. 

6. Money should be' awarded or taken away from the teams after each play. The 
scorekeeper should also be recording each transaction on the board or on 
paper . 

7. The team with the most cash will win the game. The teacher may wish to 
provide an incentive of some type for the winning team. 



Materials and personnel needed: 

1 . Transparency of Jeopardy gameboard 

2. Cardboard/paper squares to place over categories as they are used, 

3. Play money 

4. Answers and questions 

5. A game show host (should be a person other than teacher) 

6. judge and fi.2ilitator (teacher) 

7 . Scorekeeper 

8. Colored construction paper 
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TASK* E008: 
TASK# E009: 
TASK* EG 10; 



Explain importance of inxrentory control. 

Explain the term perpetual inventory. 

Explain the procedures of a physical inventory. 
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TASK# E008, E009, EOIOj 



MABKETING OPERATIONS 



Category i Amount I 



1 



I 

Inventory I 

Controls I 

». 

I 

f 
I 

I 

r 



$100 



1 I 
f A system of recordkeeping that shows { 
I the retailer the goods on hand. 1 



What is inventory 
control? 



$200 1 A system for giving information for a 
I particular elapsed period of time. 



Wnat is an inventory 
control system? 



$300 



$400 



$500 



A system that tells how much the goods \ 
are worth in terms of either cost or ! 



retail prices. 



I 



What is a dollar- 
control system? 



The quantity of items (units) of each [ 
type of merchandise on hand, ordered \ 
or sold. 1 



What is a unit- 
control system? 



Reliable inventory control provides 
information for meeting competition ^ 
regulating distribution > and calcu- 
lating taxes. 



Why inventory control 
is in?>ortant? 



Perpetual 
Inventory 



1 $100 
I 



1 



A book inventory. 



1 What is perpetual 
I inventory? 



t $200 I Can use merchandise tags, processed I What is perpetual 

\ I by computer. 1 inventory? 

I : 



$300 



$400 



$500 



Developed by companies such as and \ 
NCR that feed information from mer- I 
chandise tags or product labels into ! 
ccii5)uters . I 



What is point-of- 
sales systems? 



Keeps a running total of the number of I What is a perpetual 
units handled by adjusting for sales, ! inventory system? 
return, and transfers to other depart--! 
ments or stores . I 



An industry-wide classification system 1 
for coding information onto merchai* I 
dise. 1 



What is Universal 
Product Code (UPC) 
and /or Optical Char- 
acter Recognition 
(XR-A)? 
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TASK^ E008, E009, E010: 



CategQi^v 




Physical 
Inventory 



$200 1 Some retailers use their own sales 
{ staff* some use an outside firm. 



$300 I A system which relies on the tadjula- 

! tion of number of units on hand at 

I regular intervals, records inventory 

! on hand, purchases, sales volume and 

I shortages. 



What is physical 
inventory? 



Who takes physical 
inventory? 



What is a stock- 
counting system? 



$kOO I The use of stock cards from depart- ! 
I raents to keep track of inventory level! 



What is visual 
inspection systems? 



$500 { Merchandise is classified by type, 
{ size or style. 
I 

{ 



What is the proce- 
dure for taking a 
physical inventory? 



Person 
Responsible 
for Inven- 
tory in 
most stores 



$100 I The department responsible for record-: 
I ing merchandise received 



Who is the receiving 
department? 



$200 I These people record details about I 
1 sales. j 



Who are the sales 
clerks? 



$300 I These people are responsible for { 
1 inventory reductions. I 



Who are the 
consumers? 



$^00 I These people bring merchandise to the ' 
I store. { 



Who are delivery 
personnel? 



$500 I These people are in charge of ordering 



merchandise. 



Who is the buyer or 
store manager? 



131 

2S6 



MARJOETIKG OPERATIONS 
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TASK# E011: Explain the importance of pricing. 



Directions: Select the option that you believe is the best alternative and 
defend your choice. 

Case Study 

Market research from the Omaha test market reveals the answer for poor sales of 
your product—the price. Consumers like the idea of your product and think that 
it is a good product, but they also feel that 10 cents per widget is too much to 
pay. The product is just not worth the price. 

Option Is 

Increase your advertising of the new in?) roved widget. You know the product 
is a good idea and your research shows that people will buy it. Maybe old 
habits are hard to break. Pef haps consumers need to be better educated 
about the advantages of disposable widgets. Increased advertising would 
get the message to consumers. Recommend that spending more money for 
advertising would result in greater sales. 



Option 2: 

Cut your price by reducing the quality of your widget. The product idea is 
so revolutionary even a product of lesser quality would be welcomed by 
consumers at the right price. You can always increase quality and price 
after consumers begin buying your product regularly. 



Option 3: 

Maintain quality, reduce your price and take a risk. It is possible if you 
make the price more attractive, more people than you projected will buy the 
product. Company analysts indicate that if the price were dropped to six 
cents each, you would have to sell one billion widgets per year to make a 
reasonable profit. But remember, your original projections said you would 
probably sell ^00 million a year. You know it is risky, but you believe 
that at six cents each, the price will be attractive enough to reach one 
billion in sales. 
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MARKETING OPERATIONS 
FUNDAMENTALS OF MARKETING 



TkSM E011: Explain the importance of pricing. 



Although the risk was great, the demand for widgets at six cents each would 
be about double what was at the ten cent price. The company feels the increase 
in the number of widgets sold would make up for the widget selling at the Jower 
price. 
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TASK? E012: Define the terminology used in pricing. 



Directions: . For the statements given below, fill in the appropriate terms in 
the spaces allotted and work the puzzle. 

Across 

1. The amount of a product that consumers are willing and able to purchase at 
a given price. 

3. Money from the sale of a product equals the total costs and expenses 
involved in producing and marketing it. (2 words) 

5. The quantity of a product offered on the market at a specified price. 

7. Illegal manufacturer control over retail pricing. (3 words) 

2, MlsinteiT>reted credit terms and misinterpreted sales prices that mislead 
consumers. (2 words) 

^i. Price at which the marketers are able and willing to supply exactly the 
quantity of goods or services that consumers are willing to purchase. 
(2 words) 

6. When prices for similar goods differ for different customers. (2 words) 

8, Competitors get together to raise or lower prices. (2 words) 
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MARKETING OPERATIONS 
FUNDAMENTALS OF MARKETING 

TASK^^ E012: Define the terminology used in pricing. 



{ I 

! I I 
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MARKETING OPERATIONS 
FUNDAMENTALS OF MARKETING 



TASK# E012i Define the terminology used in pricing. 




T- 












P 


E 


n 




; ^, 





u 



J. 



R_ 



JL. 













E 



V 



7 
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S 


A 
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P 




I 



JL 



I 



B 



U 



M 



R 



_0 



N 



A i I 



_C_ 
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MARKETING OPERATIONS 
FUNDAMENTALS OF MARKETING 



TASK# E013: Calculate mark-up and mark-downs. 



Directions; Calculate dollar markup for the following. 

1. Liberty of London neckties are $36.00 for one-half dozen. Maricup is $6.00 
per necktie. Calculate the retail price for one necktie. 



2. Hanes hosiery retails for $2.95 per pair. The cost price is $1.25. 
Calculate the dollar markup. 



3. A can of DelMonte peaches retails for 89 cents. You marked it up by 23 
cents. What was your cost price? 



4. The Noritake china set retails for $125.00 for one five piece place 
setting. The markup was $95.00. What is the markup percentage on retail? 



5. Ralph Lauren jeans are retailing at Famous Barr for $85.00. Markup is 
$40,00. Calculate the markup percentage on retail. 



Calculate markdown for the following. 
6. The Chaus line of sportswear was not selling like expected. It was already 
July and fall merchandise was arriving. The sportswear buyer decided to 
take a 25% markdown on the $45.00 shorts and a 35^ markdown on the $70.00 
skirts. What is the new price on the shorts and skirts? 



7. The new fishing equipment was being featured as a "special purchase" for 
one week only. The rods and reels normally retail for $140.00 and are 
featured at Z9% off. What is the amount of the dollar markdown? Calculate 
the special purchase price. 
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TASK# E0135 Calculate mark-up and mark-downs. 
KEY 

1. $6.00 + 6.00 = $12.00 

2. $2.95 - 1 .25 = $1-70 

3. $.89 - .23 = $ .56 

4. ($95.00 f 125.00) X 100 - 76$ 

5. ($40.00 f 85.00) X 100 = 47$ 

6. shorts: $45.00 x .25 = $11.25 

$45.00 - 11.25 = $33.75 

skirts: $70.00 x .35 - $24.50 

$70,00 - 24.50 = $45.50 

7. markdown amount - $40.60 
special purchase price - $99.40 
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USU EOlli, E015, E016: 

The amount -f change kept in each drawer (department) depends on the price 
of the typical items sold in that department. For each example, provide the 
specific coins or bill denom5.nations that are needed most in the change fand. 

1. Ashleigh works at a discount store in the cosmetic department. Many items 
are priced at $.72. Which coins will she need most? 



2. Tom works in the building department of a hardware store. Today they are 
running a sale and many items are marked down to $.83. Which coins does he 
need most in his change fund? 



3. Gina is employed at the "Everything for $1.00" store. What one ■ .11 
denomination will she need most? 



4. Jon is a cashier at Hot Rod, a local automotive store. There is a big 
promotion this week that features cases of motor oil for $5.00. Which two 
bill denominations will Jon need most in his change fund during the 
proDKJtion? 
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MARKETING OPERATIONS 
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TASK# E014: Arrange currency and coin in cash drawer. 

TASK# E015; Maintain proper amount of cash in appropriate denominations in cash 
dravfer . 

TASK# E016: Balance cash drawer against cash register reading. 

Esgrcl.gg 

Determine the correct way to arrange money (currency and coin) in a cash 
register drawer. Sort the drawer below by writing your answer ($1, $5, pennies, 
etc.) in th'd appropriate space. 
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TASK# EOU, E015, EOI6: 



Pai-t_ lilt 

The following chart lists today's sales for each salesperson at Fashion 
Threads clothing store. Determine whether each salesperson is over or short 
(and by how much), or balanced. Write your answer in the spaces provided. 







Cash in Drawer 

Tnoludlnir ^RQ 




Total 

PaifJ.-.p.tttjP,, 


,Ts>,M Sal^§, 


1 


10 


$240.56 


$ 6.12 


$10.00 


$204.18 




TO 


^507.82 


$12.12 


$ 5.00 


$471.16 


3 


IP 


$^61.50 


-0- 


$ .75 


$313.50 






^124.15 


$ 2.50 




$.77.65 


5 


?0 


$564rl9 


-0- 




$516.19 


6 


20 


$579.50 


$16.25 




$359.35 


, J .... 


2Q 


$241.10 


$ 5.86 




$197.00 


8 




$?75f77 


-0- 




$226.00 


9 


2P 


$514.21 


$ 7.56 


$ 2.14 


$^73.0? 


10 


, 30 


$442.45 


$ 4.32 


$ 6.04 


$402, ?1 , 



Equal to, 
Over, or Under 
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TASK^ E014, E015, EOI6: 



$100 »s 
& 

checks 


$20 »s 


$10's 


$5's 


$1 »s 


half- 
dollars 


quarters 


; dimes 


nickels 


pennies 




Part IX 

1 » pennies and quarters 

2. pennies, nickels and dimes 

3. $1 bills 

4. $5 & $10 bills 



P a rt m 



Cash in drawer 

$50 (change fund) total voided receipts + total paid-outs 



Compare answer to salesperson's total sales to determine vrtiether the money is 
over, short, or equal to the total sales figure. 



1 . over, $ 2.50 

2. over, $ 1 .78 
3» under, $ l .25 

4. under, $ 1 .00 

5. under, $ 2.00 

6. equal to 

7. under, $ 1 .54 

8. over, $ 2.57 

9. over, $ .89 
10. equal to 
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MARKET PLANNING 
FUNDAMENTAL OF MARKETINg 



TASKO F001: Explain the marketing concept. 

TASKi? F002; Explain historical development in business that led to the adoption 
of the marketing concept. 

TkSK0 F003t Give examples of the marketing concept in action. 



Student Instructions: Read the following case study. Prepare a written report 
on how Ultimate Foods is fulfilling the needs of customers and what brought 
Ultimate Foods to it's present marketing concept. How does this show the 
marketing concept in action? 



Ultimate Foods, the maker of Wunder Bar, a frozen cheesecake on a stick, 
teamed up with Vienna Sausage. Vienna sells its products in stores and at ball 
parks. Ultimate *s goal is to reach this ball park market. 
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MARKET PUNNING 
FUNDAMENTAL OF MARKETING 




# 



TASK# F001; Explain the marketing concept. 

TASK# F002; Explain historical development in business that led to the adoption 
of the marketing concepts 

TASK* F003: Give <&xaffiples of the marketing concept in action* 

Answers will vary but should include: 

- The convenience of Wunder bar or a stick (can be ha: ^led easily). 

- Historically ice cream, which Is similar to the Wunder Bar^ has sold 
successfully at ball parks. 

- Vienna is expanding it*s product line. 

- Two companies teaming up to meet i2ore consumers* needs is an example of the 
miirketing concept in action. 

- Ultimate can sell to the same target market. 



• 
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MARKET PLANNING 
FUNDAMENTAL OF MARKETING 



T&SM F004j Explain the role that product/service planning activities p^ay in a 
company's success in the marketplace. 

TASM F005: Identify factors that influence product/service planning. 

TASKtf F013: Explain the steps in product planning. 



Exercise 

Divide into groups of 3 or 4 people. Invent a new product or find new uses 
for an existing product. Provide a prototype in the form of an illustration. 
Explain to the class the steps you went through in the developroeut process. Ask 
the class to vote as to whether or not they would purchase your product. 
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MARKET PLANNING 
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TASK# F004; Explain the ro!e that produot/servic© planning activities play in a 
company's success in the niarketpr.ace . 

TASK# F005: Identify factors that influence product/service planning. 

TASK^ F013! Explain the steps in product planning. 

KEY 

Answers will vary but should include: 

- How students generated ideas (i.e., ask others in group or outside group) 

- The screening process: Why they used this idea rathe** than another? 

- Questions addressed in evaluating ideas: 

1) Will the product suit a definite customer need? 

2) Will the product be a logical addition to the company's product mix? 

3) Estimated cost of production, 

4) Will the product produce a profit? 

- Prototype 

- Testing will consist of student voting. 

- Will students market in a specific area? VHiy? 
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MARKET PLANNING 
FUNDAMENTAL OF MARKETING 

TASK# F006: Identify the methods of gathering primary marketing data. 
TASK# FOO?! Apply one or more of the methods to gather prin^ry data. 

Place an "A", "B", "C, or "D" in the blank which describes the types of 
method used to collect primary data. 

Methods: A. Survey 

B. Panel 

C. Experiment 

D. Observation 

1 . Focus group 

2. Consumer diaries 

3. Test market 

4, Personal interview 

5. Market facts 

6. Video surveillance 

7. Audiometer 

8. Telephone interview 

9. Hepresentatlon of a marketing situation 

10. Nielsen Company 

1 1 . Mail questionnaire 
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MARKET PLANKING 

FUNPWNTAtt OF mwmw 



TASK# F006: Identify the methocis of gathering primary marketing data. 
TASK# FOOT: Apply one or more of the methods to gather primary data. 



KEY 

Methods: A. Survey 

B. Panel 

C. Experiment 
Observation 

A 1 . Focus group 

B 2 . Consu aer diaries 

C 3. Test market 

A U. Personal interview 

g__ 5. Market facts 

D 6. Video surveillance 

D 7. Audiometer 

A 8. Telephone interview 

C 9. Representation of a marketing situation 

B 10. Nielsen Company 

A 1 1 , Mail questionni ire 
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MARKET PLANNING 

Fpi^^pipAi,. Of, mmnm 



TASK# F008j Explain the difference between the total market approach and the 
segmentation approach to product planning. 



ggae Study, 

Sally has just invented a new toothpaste. It freshens breath, helps fight 
tooth decay, fights plaque, sparkles, and comes in a pump container, Sally is 
sure that this product will meet the needs of everyone, both young and old 
alike. She has hired you to market her new toothpaste. What would you t^'^l her 
about market segmentation as opposed to trying to sell to everyone? 
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MARKET PLANNING 
FUNDAMENTAL OF MARKETING 



TASK# F008; Explain the difference between the total market approach and the 
segmentation approach to product planning. 



KEY 

Answers will vary but should include: 

- Children influence the parents* shopping decisions. 

- Sally has a product that can be used by both children and adults but 
could be more successful if targeted to a specific market. 

- Features that can be used to target to either adults or children: 

ffesh breath - adults 
tooth decay - adults 
fights plaque - adults 
sparkles - children 
pump - children 




MARKET PLANKING 
FUNDAMENTAL OF MARKETING 



TASKi? F009: Cite examples of specific products/services an<J their target 
market. 



Matching 

Match the following products/services with the target market that would 
Toont likely use them. 



1 . A ball cap that says "Atlanta 
Braves #1" 

2. Running shoes 



A , Young girls 



B, Teens 



3. Blue diapers 



C. Senior citizens 



4, Classical nwsic albums 



D. Weight lifters 



5. Red wagon 

6. Hearing aid 

7. Clearasil 

8. Skate boards 



E, People that live in Georgia 



F . Joggers 



G. Left-handed people 



H. Hearing inpaired 



9. Bar bells 



I, Children under 10 



10. Barbie dolls 



J. Male babies 



.11. Coffee cups that say "Left-handed K. Preteens and teenagers 
people are in their right mind" 
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MARKET PUNNING 
FUNDAMENTAL QF MARKETING 

TASK<? F009: Cite examples of specific products/services and their target 
market. 



KEY, 

E 1 . A ball cap that says ''Atlanta 
Braves #1" 

F 2. Running shoes 

J 3. Blue diapers 

P , 4, Classical music albums 

I 5. Red wagon 

H 6. Hearing aid 

B 7. Clearasil 

K 8. Skate boards 

P 9. Bar bells 

A 10. Barbie dolls 



.G 11. Coffee cups that say "Left-handed 

people are in their right mind" 
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MARKET PLANNING 
FUNDAMENTAL QF MARKETING 



TASK* F010: Identify the f^lnctions of packaging to meet the needs of specific 
marketing . 

Aaaignment 

Identify the function that packaging provides for the products in the 
followiJig list by placing an "^A", "B", "C" or "D" in the space provided, 

A. Provides protection to consumer 

B. Promotes the product 

C. Provides easy use and convenience to consunjer 

1. Child-proof caps on bottles of aspirin 

2. Flip-top tubes of toothpaste 

3. L»egg*s pantyhose packaged in an egg-shaped container 

4. Microwave dinners packaged in a ready-to-serve containers 

5. "Tony the Tiger" featured on boxes of frosted flakes 

_____ 6. Motor oil packaged in pour-spout bottles 

7. Shatter-proof jars of peanut butter 

8. Candy packaged in cartoon character figurines 

9. Bleach packaged in splash-proof bottles 

10. Jars of instant tea that contain protective seals 
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MARKET PLANNING 
FUNDAMENTAL OF MARKETING 




TASKS FOtO: Identify the functions of packaging to meet the needs of specific 
marketing. 



KEY 




A. Provides protection to consumer 

B. Promotes the product 

C. Provides easy use and convenience to consumer 



A 


1. 


q 


2. 




3. 


c 


4. 


p 


5. 


q 


6. 


A 


, 7. 


3 


8. 


q 


9. 


A 


10. 



k 10* Jars of instant tea that contain protective seals 
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MARI'ST PLANNING 
FUNDAMENTAL OF MARKETING 



TASK^ FOIIj Define product line and product mix. 

TASK# F012: Identify the stages of the product life cycle. 



Pagg Study. 

Mrs. Farmer has grown roses for 15 years. She is always trying to breed a 
new color with a sweeter fragrance. At last she has succeeded and has developed 
a green rose that smells sweeter than anything she has ever smelled. She has 
come to you to sell her rose bushes in your green house. You also sell 
fertilizer, garden tools and lawn ornaments. 

You like Mrs. Farmer and want to offer her roses to your customers. You 
presently don*t carry roses. Explain in a written report how Krs. Farmer's 
roses would fit into your operation. 
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MARKET PLANNING 
FUNDAMENTAL OF MARKETING 



TASK# F011'. Define product line and product mix, 

TASK# F012: Identify the stages of the product life cycle. 



Answers will vary but should include: 
The roses will be a new product line. 

Since the student owns a greenhouse, the roses will fit into his/her 
product mix. 

The roses are at the introductory stage of the product 3ife cycle. 




PHYSICAL DISTRIBUTION 
FUNDAMENTAL OF MARKETING 



TASK^ COOl: 



Accura«*ely check shipment of items agairst an invoice. 



TASK* G002: 



Hancle incorrect amounts or types of goods. 



TASKl? 0003 1 



Mark prices on various types of goods. 



Case, Stud y 



Bill works in the stockroom at Shor 'n More grocery store. A shipment of canned 
peaches, 8 02. and 16 oz., was delivered from Fruit Flies, Inc. It was Bill»s 
job to check the delivery and get the cans ready to go out on the sales floor. 
Since this is his first time to do this, he's not sure of what it involves. 
Help Bill by telling him the procedures involved, from opening the shipping 
containers to pricing the cans. 
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# 



TASKtf GOO Is 



Accurately check ihipment of it«ms agair.st an invoice. 



TASK# G002: 



Handle incorrect amounts or types of goods. 



TASr# GOO 3: 



Mark prices on various types of goods. 



1. Open the shipping containers. 

2. Get together the purchase order, the invoice, the invoice apron, if one is 
used, and the packing list enclo.*'**d with the order. 

3. Remove the goods from the containers. 

4. Sort the cans by size, 8 oz. ana 16 oz. 

5. Count each item to see whether the number delivered agrees with the ,iumber 
on the purchase order, invoice, smd tracking list. 

6. Check the goods for damage. 

7. If any of the cans are damaged, fill out a receiving report. 

8. Stanq} the correct price on each can and deliver to the stock area. 
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PHYSICAL DISTRIBUTION 
FUNDAMENTAL OF MARKETING 



TASK# GQOk: Identify housekeeping duties in connection with proper stock care. 
TASK# G005s Exercise precautions with equipment to prevent accidents. 
TASK# G006j Exercise precautions with stock to prevent accidents. 

Assignment 

In a two-page written report, describe the stockkeeping duties at a retailing 
business of your choioe. Tnolude those that take place before the store opens, 
duri'ig store hours, after tne store closes, and periodically Cnonthly, etc.). 

Also, inclu'^e in the report precautions that the business takes with stock and 
store equipnsnt to prevent accidents. 
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PHYSICAL DISTRIBUTION 
FUNDAMEmL QF MARKETING 

TASKtf CfOOM: Identify housekeeping duties in connection with proper stock care 
TASK# G005s Exercise precautions with equipment to prevent accidents, 
TASK# G006: Exercise precautions with stock to prevent accidents. 

KEY 

to.e.9.9fflen.t Ir>s,tn;roent 

The report: Yg§ ^ 

1. describes the stockkeeping functions as assigned. 

2. includes stock precautions. ^ 

3. includes equipment precautions. 

4. is at least two pages in length. 

5. contains correct grammar and spelling. 

6. is written in a concise manner. 




PHYSICAL DISTRIBUTION 
FIJNPAMENTAL OF MARKETING 



TASK# G007: Identify iI^po^tanQe of preventing stook shrinkage. 



Fads, Inc.f a local clothing retailer, has recently had problems with 
shoplifting. Up to now, the store has always trusted customers and has taken no 
precautions to prevent such a problem. It*s to the point that profits are 
rapidly declining. It is up to you to give Fad*s, Inc. advice on how to 
eliminate this shoplifting problem before it's too late. 
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PHYSICAL DISTRIBOTION 
FUNDAMENTAL OF MABKETING 



TASK# G007j Identify importanoe of preventing stock shrinkage. 

m. 

Answers will vary but should include such techniques as: 

- being more attentive to customers 

- placing locked rings on expensive items 

- using door scanners 

- having bag checks 

- maintaining a perpetual inventory 
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SALES PROMOTION 
FUNDAMENTALS QF_ MARKETING 



TASK# R001 : Identify the major advertising media used tc promote sales. 



While experimenting in the kitchen you discovered a great new sandwich that 
the American public will go crazy over - The Kut Dog. It*s an incredible 
combination - hotdogs and peanut butter. It may sound unappealing, but you know 
that with the right promotion it will be a big success. Develop a promotional 
plan including a description of your target market, all the various advertising 
media you will use and why, and the amount of funds you will allocate for each 
(you have a total budget of $10,000). 
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SALES PROMOTION 
FUNDAMENTALS OF MARKETING 



TASK# n001: Identify the major advertising media used to proaote sales. 



KEY 

Answers will vary, but should include all the points listed on the 
assessment instrument. 

Assessment Instrument: 

Included in the stud©nt»s promotion plan is; 2(1§ Hfi 

1. a clear description of the chosen target nsarket. 

2. a list of advertising media used. 

3. rationale for using each advertising media. 

4. a budget plan by media type. 
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SALES PROMOTION 
FUNDAMENTALS OF MARKETING 



TASK# H002s Identify the basic types of displays used to promote sales. 



Assignment 

Visual displays are an in5)ortant promotional tool for marketers. Choose a 
particular retail establishment (clothing boutique, grocery store, etc.) and 
explore the various types of visual iuerchandising usef* Provide an exan¥>le of 
how each of the following are used in the store; (1) v < idow displays, (2) open 
displays, (3) closed displays, (H) wall or ledge displays, (5) model displays, 
if used . 

Include the information you gather in a 1-2 page report, along with your 
opinion of why each display was used and the advantages and disadvantages of 
each. 
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SALES PROMOTION 
FUNDAMENTALS OF MARKETING 



TASK# H002: Identify the basic types of displays used to pronote sales. 



ERIC 



EiX 

The report: YES 

1. was written in a concise manner. 

2. contained appropriate grammar and spelling. 

3. was 1-2 pages in length. 



U. included a description of each type of display if 
applicable. 

5. included the student's opinion of each display. 

6. contained the advantages and disadvantaged of each 
type of display. 
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SALES PROMOTION 
FUNDAMENTALS QF MARKSTIWG 



TASK^f H003: Identify the special proBotion activities used to pronote sales. 



Role Play 

You are the promotions manager for Clean & Mean, Inc., a manufacturer of 
household cleaning supplies. The marketing research department has just 
revolutionized floor wax. The company is going to begin marketing this new 
product - Mop*n Clean. 

The CEO of the company has just called you into his office t--^ discuss this 
product. He has no previous experience with the promotions aspect of the 
business, but has decided to get involved with promoting Mop'n Clean. He now 
wants to hear the ideas you have developed for introducing the product to 
consumers . 

Questions 

1. Who is the target market for Mc.p»n Clean? 

2. What technique can be used to give added value to the product without 
lowering the price? 

3. If Clean & Mean, Inc. decides to increase awareness of the product by 
giving away a valuable prize, v^iat 2 forms of sales promotion could they 
use? 

4. How can we get consumers to try the product without having to buy it? 

5. What techniques can the company use to induce consumers to buy the product 
without paying full price? 

6. What technique can Clean & Mean, Inc. use to encourage dealers (retailers) 
to put forth extra effort in selling the product? 

7. What can we as a manufacturer do to encourage dealers to run local 
advertisements of Mop*n Clean? 
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SALES PROMOTION 
FUNDAMENTALS OF MARKETING 




TASK# H003! Identify the special promotion activities used to promote sales. 



KEY 

K varies, ex: housewives 

2 . premiums 

3. contests or sweepstakes 
^. samrles 

5. coupons 

6. premium or push money 

7. advertising allowances, cooperative advertising 
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SALES PR (MOTION 



TASK# H004: Identify how sales promotion benefits the marketing business, 
employee, and consumer. 



Sales promotion is beneficial in different ways to different people. Find an 
example of a sales promotion (example: coupon, contest entry form, etc). In a 
one-page paper, explain how the sales promotion you found benefits the marketing 
business (manufacturer or retail store), an employee In a retail establishment, 
and the consumer. Include your example with the report. 
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SALES PROMOTION 
FUNDAMENTALS OF MARKETING 



TASK# H004s Identify how sales promotion benefits the marketing business^ 
employee, and consumer • 



KEY 

A3s_e_33ment Instrument 

The report: YE^ NO 

1. was well written* 

2. contained no grammatical or spelling errors* 

3. was one page in length. 

included the sample sales promotion. 



5e explained how the sales promotion benefited the 
business, employee, and consumer. 



Possible Benefits: 

1 • Business - *increa3ed sales 

^increased product awareness 

• * increased product knowledge 

^possible incentive (push) money 

- •increased product knowledge 
*rsoney saved 

•benefits received from product 
•offers incentive to try product 





SALES PROMOTION 
FIINPAHENTAL S, 0? MARKET ING 

TASK# H005: Identify the major elements of a print or broadcast advertiseaent. 

Assi gnme nt 

Color the pieces according to the descriptions given for media types on the 
following page. 



' TRANSPORTATION MEDIA 

>l^^ \ h 0 ^ ^ 

JtADIO 
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SALES PROMOTION 
FUNPAMEmLS OF MARKETING 



TASK5 H005 

1 . Color ^^u,e; 

•Advantages of newspaper advertising 

•Disadvantages of magazine advertising 

•Advantages of radio advertising 

•The two forms of publication media 

•The type of magazine that reaches a very select group for specialized 
products 



2. Qsdsiz Ss^J 

•Disadvantages of newspaper advertising 
•Advantages of television advertising 
•A form of outdoor advertising 

•The type of media placed in retail stores to remind customers to buy a 

specific product. 
•The advertising medium that utilizes vehicles 

•The type of magazine that contains articles of interest to npst people 
•Two forms of broadcast mcidia 

•The medium with the largest amount of advertising revenues 
•Examples of direct mail 



3. Cfiiflc Y .eXlsL W 

•Advantages of magazine advertising 
•Disadvantages of TV advertising 
•Disadvantages of radio advertising 



172 

327 



SALES PROMOTION 




TASK# HOD 5 



KEY 

1» QqXQXL BlMQ t 

•Advantages of newspaper advertising 

-print media that is local 

-a timely medium 
•Disadvantages of magazine advertising 

-long lead time 

-waste circulation 
•Advantages of radio advertising 

-depends totally upon voice 

^reaches almost everybody through sound 

•is a selective voice medium 

-quick way to have message HEARD 
•The two forms of publication media 

-newspapers and magazines 
•The type of magazine that reaches a very select group for specialized 

products 

-class magazine 





2- SfilfiC Rgl: 

•Disadvantages of newspaper advertising 
-shortness of life 

••competition for the reader^s attention 
-read hurriedly 
•Advantages of television advertising 
-appeals to both sight and hearing 
-no competing editorial material 
-uses national spots 

-favorite medium for national advertising 
•A form of outdQor advertising 
-billboards 

•The type of media placed in retail stores to remind customers to buy a 

specific product 

-point of purchase 
•The advertising medium that utilizes vehicles 

-transportation media 
♦The type of magazine that contains articles of interest to most people 

-consumer magazine 
•Two forms of broadcast media 

-radio 

-TV 

•The medium with the largest amount of advertising revenues 
-radio 

•Examples of direct mail 
-catalogs 
-price lists 
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SALES PROMOTION 
FUNPimEKTALS OF MARKETING 



TASK# H005 



KEY (continued) 
3. Color 

•Advantages of magazine advertising 
-high selectively 
-long life 
-national coverage 
-color reproduction 
•Disadvantages of TV advertising 

-short life of the message seen 
-competition among viewing stations 
-high cost 
•Disadvantages of radio advertising 
-background entertainment 
-no illustrations possible 



The colored puzzle reveals the word DECA. 
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SALES PROMOTION 
FUNDAMENTALS OF MARKETING 



TASK# H006: Read newspaper advertisements to keep informed of the advertising 
done by a business and its competii^ion. 

TASK# H007s Recognize broadcast promotions by a busijiess and its competition. 

H008: Read current promotion material sent out to consumers by a business 
and its competitors (ex. catalogs ^ manufacturers' brochures, etc«). 



Promotion is a very important part of marketing* If the customer doesn't know 
about a product or isn't encouraged to buy it, he/she probably vill not* Each 
business uses different promotions that are designed to outsell the business' 
competitors. 

Select a retail business in your community. Choose another business that is in 
direct competition with your first choice. Now considering the two, gather an 
example of each store's newspaper advertising, radio or TV advertising, and 
promotional material sent out to customers. 

In a one to two page paper, describe how each business uses these three forms of 
promotion, and how they are different. Include the printed examples with your 
report. 



175 

3:m) 



SALES PROMOTION 
FUNDAMENTALS MARKETING 



TASK# H006i Read newspaper advertisements to keep informed of the advertising 
done by a business and its competition. 

TASK# H007: Recognize broadcast promotions by a business and its competition. 

TASK# H008; Read current promotion material sent out to consumers by a business 
and its competitors (ex. catalogs, manufacturers* brochures, etc.). 



Ml 

Assessment Instrument 

The report: YES JiO 

1. was well written. 

2. contained correct usage of spelling and grammar. 

3. was 1-2 pages in length. 

provided two exauqjlea of newspaper advertiseusnts. 

5. provided two examples of special promotions. 

6. analyzed each business' broadcast, newspaper, and direct 

mail advertising. 
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SALES PROMOTION 



TASK# H009s Identify the costs of various advertising media. 

For each set of examples, determine whether A or B is the best use of 
advertising, considering the market the advertiser is trying to reach. Circle 
your choice and give your reason for choosing it. 

1 . A . Sears places a full-page ad in a Tuesday newspaper 
B. Sears places a full-page ad in a Sunday newspaper 
Reason : 



2. A. Proctor and Gamble rv.ns a TV ad for Tide detergent at 11:00 a.m. 
B. Proctor and Gamble runs a TV ad for Tide detergent at 11:00 p.m. 
Reason: 



3. A. Nike spends $200 to place an ad in a newspaper. 

B. Kike spends $200 to place an ad in Sports Illustrated. 
Reason: 



^. A. Clearasil acne cream runs a radio ad at 5:00 a.m. 
B. Clearasil acne cream runs a radio ad at 10:00 p.m. 
Reason: 



5. A. Pillsbury spends $1000 on an ad for flour in Better Homes and Gardens. 
B. Pillsbury spends $1000 on an ad for flour in Popular Mechanics. 
Reason: 



6. A, An Anacin Arthritis Formula ad runs on KTQR, a classical music radio 
station. 

B, An Anacin Arthritis Formula ad runs on KCNQ, a Top 40 radio station. 
Reason: 



7. A. An ad to discourage teenage drinking and driving runs on MTV. 

B. An ad to discourage teenage drinking and driving runs on an KBC station. 
Reason: 
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SALES PHOMOTION 
FUNDAMEmLS OF MARKETING 

TASKtf H009: Identify the costs of various advertising media. 

KEY 

1. B. A Sanday newspaper reaches more people. 

2. A. More housewives will be watching at 11 sOO a.m. 

3. B. Those interested in tennis shoes will be more likely to read Sports 

Illustrated . 

4. B. More teenagers will be listening at 10:00 p.m. 

5. A, More people will read Better Homes and Gardens than Popular Mechanics, 

6. A. More senior citizens will listen to a classical iiiusio station. 

7. A. More teens will see the ad on MTV. 
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SALES PROMOTION 
FUNDAMENTALS OF MARKETING 




TASK# H010: Identify the importance of visual merchandising as it applies to a 
business * image . 

T&SKO H011j Select appropriate', seasonal* and timely display merchandise. 



Fashion Elegance is a local women's clothing store that sells expensi^-e, 
designer apparel. The store's goal is to portray a sophisticated image to its 
target market, but the sales of Fashion Elegance have not met the owner's 
expectations. It seems as though it is not attracting women into the store who 
are willing to spend the additional dollars for this type of clothing. 



A description of the store's visual merchandising ir as follows: 



» The store has a bright neon sign on the store front to attract cu^:tomers. 

• Fashion Elegance makes use of bins to display its merchandise - both small 
and large ticket items are placed in the bins to make it easier for 
customers to get to the merchandise. 

* To provide consistency, tne store keeps the same window display year round 
- corduroys and wool sweaters. 




• New shipments of merchandise are mixed in with previous inventory to make 
all of the items look up-to-date. 



Narrow aisles are used between the bins so everything is accessible to 
customers. 



Because of the low sales figures, the owner of Fashion Elegance believes that 
changes need to be made in it's visual merchandising methods. How do the 
current practices used by the store affect its image? What inproveraents can be 
made to attract the store's target market? 
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SALES PROMOTION 
FUNDAMENTA LS QF Mi>HKETING 

TASK# H010: Identify the importance of visual merchandising as it applies to a 
business* image. 

TASK# HOI Is Select appropriate, seasonal, and timely display merohandise . 
KEY 

* The visual displays used by a business identifies and sets forth its image. 

* Bright neon lights sometimes give the store a discount or bargain 
appearance . 

* The use of bins makes the articles seem inexpensive and are inconvenient 
for customers to view the merchandise. 

* Window displays are an inportant part of visual merchandising. They should 
reflect the store's personality and relate to the season. 

* Current items should be displayed to stand out from other items in order to 
attract customers, 

* Wider aisles create the impression of quality and prestige. 
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SALES PRCMOTIOH 




TASK^ H012: Design displays considering the basic elements of display 
arrangement . 

TASK# H0135 Plan location of displays* 



Visual displays are an important part of promotion because they encourage 
consumers to purchase the merchandise that the retailer has for sale. With this 
in mind, design an interior display of any product(s) on a piece of poster 
board* Also provide a one-page written report describing the design of your 
display^ where it would be located in the store, and why. 



o 
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SALES PROMOTION 
FUNDAMENTALS OF MARKETING 

TASKi? H012; Design displays considering the basic elements of display 
arrangement . 

TASK# HOI 3: Plan location of displays. 
KEY 

Astiessment Instrument 
The student: ^ 

1. designed an interior display. 

2. was creative. 

3. provided a one-page report. 

^. used correct spelling and grammar. 

5. explained the purpose of his/her display. 

6. explained where the display would be located and why. 
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SELLING 
FUNDAMENTALS OF MARKETING 



1001; Identify how to analyze customer needs and wants. 
WORKSHEET 

The best way for a salesperson to analyze a customer's needs and wants is 
to ask questions. Listed below are several products. In the space provided, 
prepare three questions a salesperson might ask before selecting the exact item 
of merchandise to show the customer. 



ITEM 


Questions to be asked bv salesoerson 


Ex. 


Lamp 


a . 

b. 
c . 


In what room will you put it? 

What colors are in the room? 

What style of furniture is in the room? 


1 . 


Hug 


a . 

b. 
c. 




2. 


Car 


a« 

b. 
0 • 




3. 


Sweater 


a « 
b. 
c . 






Frying pans 


a* 
b. 
c . 




5. 


Ring 


a. 

b* 

c . 




6. 


Fruit tree 


a . 

b. 
c • 




7. 




b. 

c ♦ 




8. 


Boat 


a • 
b. 
c . 




9. 


Man^s Suit 


a • 
b. 
0 • 




10. 


Power saw 


a . 
b. 
c . 
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SELLING 

TASK# 1001 ! Identify how to analyze customer needs and wants. 

Sample questions should be used as a guide. Actual questions will vary. 



ITEM 


Questions to be asked by salesperson 


Ex. 


Lamp 


a* 


In what room will you put it? 






b. 


What colors are in the room? 






c « 


What style of furniture is in the room? 


1. 


Rug 


a. 


What size rug do you need? 






b. 


Do you prefer wool or synthetics? 






c • 


Do you want an area rug or a carpet? 


2. 


Car 


a. 


Do you prefer a foreign or domestic make? 






b. 


How many passengers do you normally carry? 






c. 


Will you use the car for business or pleasure? 


3. 


Sweater 


a. 


What size do you take? 






b. 


What color do you want? 






c • 


What style do you want? 


4. 


Frying pans 


a. 


Do you cook often? 






b. 


Do you prefer lightweight or heavy pans? 






c. 


Do you prefer designer colors or aluminum? 


5. 


Ring 


a*. 


Is it for yourself or a gitt? 






b. 


What sise do you take? 






c. 


Did you want fine jewelry or costume jewelry? 


c 


Fruit tree 


a • 


What is your favorite tree? 






b* 


Will you devote much time to watering and pruning 








the tree? 






c. 


How much space do you have in your yard? 


7. 


Blanket 


a. 


What weight of blanket do you want? 






b. 


What sise bed is it for? 






c* 


Do you prefer wool or synthetics? 


8. 


Boat 


a« 


Where will you use the boat? 






b. 


How many people do you plan to carry in the boat? 






c . 


Will you use the boat for fishing, skiing, or 








cruising? 


9. 


Man's Suit 


a. 


What style do you prefer? 






b* 


What size do you take? 






c. 


What colors do you like? 


10. 


Power saw 


a. 


What will you be cutting with the saw? 






b. 


Is the saw for personal or professional use? 






0* 


Have you operated a saw before? 
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SELLING 

TkSM 1002: Identify how to determine the buying motives of customers and then 
appeal to them* 

WORKSHEET: 

There are five major buying motives (or reasons to buy) held by customers • 
The following is a list of buying motives: 

Comfort and Convenience 

Health and Safety 

Affection 

Pride 

Economy 

A good salesperson is able to uncover the individual customer's buying 
motive and turn it into an appeal. 

Listed below are several products* Indicate a possible buying motive (from 
the list above) and briefly describe an appropriate appeal • 

It Product: House 
Buying Motive: 
Appeal : 



2 . Product : Cologne 
Buying Motive: 
Appeal : 



3» Product: Exercise Bike 
Buying Motive: 
Appeal: 



4* Product: Compact Car 
Buying Motive: 
Appeal: 



5* Product: A work of art 
Buying Motive: 
Appeal : 
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SELLING 
FUNDAMENTALS OF MARKETING 

TASK# 1002s Identify how to determine the buying motives of customers and then 
appeal to them* 



KEY 



Answers will vary. Use the examples as a guide. 



1. Product: House 

Buying Motive: Comfort and Convenience 

Appeal; ^This house is very spacious so I'm sure you will be very 
comfor table.** 



2. Product: Colc^ne 
Buying Motive: Affection 

Appeal: *This scent is very clean and pov/dery* I*m sure your mother will 
really like it.** 

3. Product; Exercise Bike 

Buying Motive: Health and Safety 

Appeal; "By riding an exercise bike daily you will improve your blood flow 
and the health of your heart." 

4« Product: Compact Car 
Buying Motive; Economy 

Appeal: **This car gets very good gas mileagoJ* 

5. Product: A work of art 
Buying Motive: Pride 

Appeal: **I*m sure this will complement the decor of your home. It will be 
the envy of your friends 
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SELLING 



TASK# 1003: Approach the customer and begin the sale. 

It has been said that a salesperson should not greet a customer by saying 
**May I help you?*^# Customers are often quick to respond negatively because this 
is an automatic response to a yes/no question. 

Determine and list three possible alternative greetings. Pair up with a 
partner and role play each greeting. Observe the **cus to meres'* response to each. 
Answer these questions after all role plays are completed: 

1. Describe the customer's response to each greeting. 



2. Which greeting seemed to elicit the response that you, the 
salesperson, desired? 



3. Is each greeting appropriate in all selling situations? 
a* If so I how? 

b» If notf iescriDe how you might adapt these greetings to other 
situations. 
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SELLING 
FPNDAMSNTALS OF MARKETING 



TASK# 1003: Approach the customer and begin the sale 



The greetings will vary considerably. Possibilities include: 

- How may I help you? 

- Good afternoon (morning, night) How are you today? 
• Is there son^ thing you are looking for? 

- What may I show you? 

Students should find a difference in customer responses when their 
greetings do not ask a yes/no question* Therefore? usually tht? best greeting 
asks a question that requires an extended response. 

Some greetings > such as "How are you today?^^ will be appropriate for most 
selling situations* Greetings that ask a question like> "IJhat may I show you?", 
are not appropriate for non-retail sales* 

Students should give exanq>les of adaptations. 
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SELLING 
FUNDAMENTALS OF MARKETING 



TASK# 1004: Present the features and benefits of a product or service. 
TASKtf 1010: Convert product or service knowledge into selling points. 
WORKSHEET: 

You are the salesperson for a small residential cleaning service, Kaid-in- 
the-Shade. It is your job to make sales presentations to prospective customers 
in their homes. An important part of the presentation is giving the features 
and benefits of the cleaning service. 

Listed below are several features Maid-in-the-Shade , Inc. has to offer. 
Write a benefit for each feature in the column provided. Remember, good 
benefits are the major selling points of your service. 



FEATURE 


BENEFIT 


Ex. - You can schedule a 
maid whenever you wish. 


This gives you added flexibility and convenience. 


1 • Our maids will wash 
windows - even on ♦'he 
second floor. 




2. We only charge $10.00 
per hour^ 




3» Our maids come during 
regular business hours. 




^. Our maids bring all 
their own cleaning 
supplies . 




5» Our maids are bended. 




6 . Our service saves you 
from weekly menial 
tasks « 




7. You tell us what you 
want done. 




8. We offer an entertain- 
ment service. Cooks > 
waitresses, and dish- 
washers are available. 
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SELLING 
FUNDAMENTAL S OF MARKETING 



TASM 1004: Present the features and benefits of a product or service. 
TASK# 1010; Convert product or service knowledge into selling points. 



FEATURE 


BENEFIT 


Ex. - You can schedule a 
maid whenever you wish. 


This gives you added flexibility and convenience. 


1. 


Our maids will wash 
windows - even or the 
second floor. 


winoow wasnxng can oe a dangerous jodj especiaj-Jiy 
second story windows. You won^t endanger yourself 
by climbing a high ladder. 


2. 


We only charge $10.00 
per hour 


Your time is worth more than $10.00 per hour so 
our service pays for itself. 


3- 


Our maids come during 
regular business hours. 


This way your home is cleaned with no bot.ier to 
you. YouUl never hear f^e annoying sound of a 
vacuum cleaner again! 




Our maids bring all 
their own cleaning 
supplies . 


You won't have to worry about keeping a stock of 
cleaning supplies. Also, our company buys 
industrial strength fluids that work more 
effectively. 




Our maids are bonded. 


You won^t have to worry about theft or property 
damage because we take full responsibility. 


6. 


Our service saves you 
from weekly menial 
tasks . 


You have a busy schedule. Our service gives you 
more time to spend with your family. 


7. 


You tell us what you 
want done. 


WeUl be happy to do your laundry, grocery shop- 
ping, or whatever helps you the most. 


8. 


We offer an entertain- 
luent service. Cooks, 
waitresses, and dish- 
washers are available. 


Your next party will be easier for you and more 
elegant for your guests with our entertainment 
service . 
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TASK# 1005: Overcome customer's objections and excuses. 



ESSAI aOESTION: 

In order to overcome a customer's objections and excuses, a salesperson 
must be able to distinguish between them. 

Part If Compare and contrast the two types of sales resistance - i,incere 
objections and excuses. Your analysis should include a definition 
of each and a brief description of the difference between the two. 
(20 pts.) 



Part II: Describe how a salesperson should handle sincere objections and 
excuses. (20 pts.) 



Part III: Briefly explain why good salespeople welcome customer objections. 
(10 pts.) 
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TASK# 1005s Overcome custocer^s objections and excuses. 
KEY 

Part I J 

- Definition of sincere objections - Resistance based on an honestly 
felt misgiving about the purchase involving the buying decisions of 
need, tinie, place, item, or price. (5 pts) 

Definition of excuse - Concealing the real objection. (5 pts.) 

- The difference between sincere objections and excuses is that sincere 
objections are easier to handle. They give a direct, definable 
statement which the salesperson njay address. 

Excuses, on the other hand, must be explored further. The true or 
hidden objection must be revealed before it can be handled. (10 pta.) 



Part lit 

Dealing with sincere objections: 

- Use tact and care in turning the objection into a selling point. 

- Agree with the customer and present a different angle. 

- Ask the customer to explain his/her objection. 

- Ask a question for which the answer overcomes the objection. This 
causes the customer to answer his/her own objection. (10 pts.) 

- Accept any valid objections, present the good points of the 
merchandise, and show how these points are more important than the 
objection. 

Dealing with excuses: 

- Treat the customer courteously and try to find the real objection. 

- Follow the excuse with a question concerning a buying decision about 
price, source, or it^m to uncover the true objection. 

- After the real objection is uncovered, handle it as you would a 
sincere objection. (10 pts.) 



Part Ills 

Good salespeople welcome objections because they know that handled 
properly, objections gives them the opportunity to present selling 
points that will convince the customer to buy. (10 pts.) 
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TASK# 1006: Close the sa'?8. 
Role Plays 

There are many ways a salesperson can close a sale* Listed below are 
several methods: 

- Ask a question designed to bring forth an answer oonfiruiing the customer's 
choice of merchandise - a positive sales closer ♦ 

- Remove those items the customer obviously does not like leaving only two or 
three items from which to make a selection - narrowing the choice 

- Close the sale based on the principle that people want what others have or 

want • 9%sm<^inFi csam salx* 

- Close the sale by getting the customer to agree that he would buy if an 
obstacle were removed - trap close. ^ 

- Encourage the customer to ouy now because quantities are limited or the 
price is increasing soon • iaat chance t& to close . 

Role play the following selling Bituations with a partner^ One of you will 
act as the salesperson and the other will be the customer. The customer should 
read one of the statements. The salesperson should respoxxi with an appropriate 
closing (using one of those previously defined). 

EXAMPLE: Customer; I like this rose colored carpet^ but should I dare? It is 

such an unusual color for a kitchen* 

Salesperson: (Use a Standing Room Only Close) This color has been one 
of our top sellers this year. You will probably find that 
many of your friends will rave about it. 

U Customer: ^l^d love to have this coat, but isn't it too long for m7^ 
Salesperson: 



2, Customer: ^There are so many colors my fiance' would like, I can't 
seem to decide which to buy*"* 

Salesperson: 



3* Customer: "I'd like my friend to see it before I spend so much money." 
Salesperson : 

Customer: "I really like the whole set." 
Salesperson : 
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TASK# 1006: Close the sale. 



Listed are possible responses, actual responses will vary. 



1 . Salesperson ; 



(use a trap close) "If we could shorten it for you at no 
charge would you buy it?" 



Salesperson: (use a narrowing the choice close) "Blue and red are our 
most popular sellers. Which one of these do you like best? 
Vm sure your fiance* will agree with your taste." 

Salesperson; (use a last chance to buy close) "The sale price will not 
be available after today. You could buy it now and if your 
friend doesn't like it, you can return it later." 



4. Salesperson: 



(use a positive sales closer) 
account or will you pay cash?" 



"Shall I charge it to your 
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T&SK0 1008: Identify sources of product or service knowledge. 

TASK* IC09i Use information on tags, labels, stamps, wrappers, etc. to help the 
customer buy intelligently. 



ESSAY QUESTION i 

Product knowledge is a very valuable tool for a salesperson. It gives 
him/her the self-confidence needed to be successful. Product knowledge also 
communicates the salesperson's level of competence and gives the customer 
confidence in the information presented. 

You are a new appliance salesperson at a local store. List five sources of 
product knowledge for a refrigerator. Following each source, give a brief 
description of the kind of information found there. (10 pts.) 
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TASK# 1008: Identify sourees of product or service knowledge* 

TASK# 1009s Use information on tagSi labels, stamps, wrappers, etc* to help the 
customer buy intelligently* 



KEY ; Possible answers. 

Merchandise tags and labels list such information as the price, warranty, 
instructions for use and care, etc. 

- Product advertisements list the features and benefits of the product as 
well as vriiere it can be purchased* 

• Consumer Report (and other consumer magazines) give a comparative rating of 
available products. It also tells how well specific brands perform, 
whether it lives up to ^ts claims, and outstanding features* 

- Books, magazine and pamphlets found in the school or public library* 
Almost any informationt except exact prices, may be found here. 

- Trade magazines give a wide variety of product information. 

« Listen to experienced co-workers and your boss. They can give you a 
variety of information plus their own opinions. 

- Listen to knowledgeable customers* They can give you first-hand 
information if they have used the product before. 

- Examine (or use) the product itself. This gives you first-hand information 
and gives you the ability to relate your personal experience to customers* 

- Pretend you are a customer at a competing store. Listen carefully to the 
information presented by the salesperson. 
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TASK# lOlli Compare goods or services favorably with eompetiiig products or 
services. 

Role Plav 

You have started a residential and commercial lawn care service in your 
community. You are trying to get enough regular accounts so you and a friend 
can work forty hours per week this summer. 

The main competition you face is Butch's Lawn Care Company. Butch has been 
in business for several years and has built a solid reputation. 

Today you are talking to Ms./Mr. Sanders, a neighbor of yours. You wish to 
sell him/her your service without degrading Butch 's. 

Listed are several features of your lawn care service and Butch's. In a 
role play situation, explain to Ms./Mr. Sanders the benefits of your service 
over Butch ♦s. Make sure that you compare your services in a favorable manner. 

FEATUKES 



Your Lawn Care Service 


Butch »s Lawn Care Service 


1. 


Customers may have regularly 
scheduled service at schedule 
as needed. 


1 . 


Customers must contract for a 
regular schedule. 


2. 


You offer the following services: 
-mow lawns 
-rake leaves 
-trim hedges and trees 
-plant/hoe/weed gardens 
-fertilize lawns 
-sweep/clean patios 
"Clean garages 
-all special requests are 
considered 


2. 


Butch offers the following services 

-mow lawns 

-rake leaves 

-trim hedges and trees 

-re-tar asphalt driveways 

-fertilize lawns 

- most special requests are denied 


3. 


Your equipment is all used and 
rebuilt. 


3. 


Butch 's equipment is modern and new 


^. 


You charge $6.00/hour. 




Butch charges $7.50/hr. 


5. 


There are two people working for 
your service. 


5. 


Butch has 12 employees. 
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TASK# 1011: Compare goods or services favorably with competing products or 
services « 



Use the following rating sheet to assess each student^s ability to compare 
their service with a competitor ^s» 



1 . Made a feature by feature comparison 
between the two services • 



Compared 

All 
Features 



Compared 
Some 



Made No 
Feature 



Features Comparison 



2. Referred to Butch ^s service in a 
positive manner. 



Alv;ays 



Usually 



1 



Very 
Negative 



3* Persuasive 



Very 



Somevdiat Not at all 



4. Communicated benefits of his/her 
service clearly. 



Very 
Clear 



Some\^d^at 
Clear 



1 



Unc lear 



5» Spoke in a professional manner. 



Extremely Someviiat Not at all 



TOTAL POINTS ^ 
(10 possible) 
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TASK# 1012: Suggest advertised product or services needed from one^s own 
coupany that niight satisfy cuatomer^s needs. 

TASKi? 1013: Coordinate products or services with related items in an attempt to 
increase the amount of sale* 

TASK# 1014: Suggest larger quantities, higher priced goods, and additional 
goods in an effort to increase the average sale* 

WORKSHEET: 

You are a very successful salesperson at LaMode department store. Due to 
your high sales, all of the department managers request that you substitute for 
their vacationing salespeople. 

Tou have achieved such high sales because you are skillful at suggestion 
selling techniques. Listed below are products you^ll be selling in the various 
departments. In the space provided name and describe the suggestion selling 
technique you will use for each product. 

Ex. Product: a pair of gray slacks 

Technique: related items 
Description: black belt to match slacks 

1. Product: gold watch 

Technique : 
Description: 



2* Product: briefcase 

Technique: 
Description: 



3. Product: food processor 
Technique: 
Description: 



4. Product: cologne 
Technique: 
Description: 



5. Product: fancy chocolates 

Technique: 
Description: 
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TASKtf 1012: Suggest advertised product or servicer needed from one's own 
ooBqpany that might siatisfy customer's needs. 

TASK# 1013? Coordinate products or services with related items in an attempt to 
increase the amount of sale* 

TASK# 1014: Suggest larger quantibiest higher priced goods, and additional 
goods in an effort to increase the average sale. 

WORKSHEET : ( continued ) 

6* Product: silver fountain pen 

Technique: 
Description: 



7. Product: ladies black dress shoes 

Technique: 
Description: 



8. Product: cookbook 

Technique: 
Description; 



9* Product: bedspread 

Technique: 
Description: 



10. Product: eight place settings of fine china 

Technique: 
Description: 
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TASK# 1012, 1013, 1014 



KjSX ? Possible techniques include: 

1* related items (coordinated) 

2. larger quantity 

3* higher priced/better quality 

addit .onal goods /advertised goods 

Products 1-10; technique and descriptions will vary but should be 
appropriate for each product. The following are example possiblities for 
each product* 

!• Technique: better quality/higher price 

Description: '^This brand is slightly more expensive, but it is made of 18 
Carat gold, not 14.« 

2* Technique: additional goods/advertised goods 

Description: This handy compact umbrella fits nicely in the briefcase you^ve 
chosen 

3. Technique: better ouality 

Description: "Model XYZ offers the same features but also includes a meat 
grinder.^ 

H . Technique : larger quantity 

Description: ^his 3 02. bottle will last twice as long and only costs $15.00 
more « ^ 

5# Technique: related items 

Description: '^For just $3.50 you can purchase this decorative metal box for 
the candy.** 

6. Technique: related items 
Description: '^A silver pencil would be a nice complement to the pen.** 

?• Technique: additional goods 
Description: **Have you seen our sale on ladies^ casual sandals? They are 25% 
off today.'' 

8* Technique: related items 

Description: '^ill you be needing any new pots or pans in which to cook these 
new recipes?^ 

9. Technique: related terns 

Description: ^The maker of this bedspread also sells sheets that coordinate 
perfectly.** 

10* Technique: larger quantity 
Description: **By purchasing 10 to 12 place settings now you won*t need to 
worry that this china pattern will be discontinued in the 
future.** 
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TASK# 1015s Identify the various types of seXlifig besides retailing, that takes 
place in marketing. 



Essay Question; 

Aside from retail sales, there are two other types of selling - wholesale 
and manufacturer. Define wholesale and manufacturer sales. List three 
characteristics and three examples of each. (20 points) 
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TASKtf 1015s Identify the various types of selling besides retailing^ that takes 
place in marketings 

KEY Points 
Wholesale sales: 

Definition - Sell manufacturer's products to retailers, business firms, 
schools, hospitals, etc. Wholesalers are essentially 
distributors* 

Characteristics - 

1# Link between the manufacturer and retail store or industrial 
user. 

2. Wholesalers may represent several manufacturers and carry a 

number of noncompetitive products. 
3* Usually works with a group of regular customers and calls on them 

periodically. 

4. Requires salespeople to be a specialist and consultant. 

5. May sell up to 3*000 products. 
Examples of Wholesalers - 

1 . Pharmaceuticals 

2. Food products 

3. Automotive equipment 

4. Farm and garden supplies 

5. Apparel 



Manufacturer Sales: 

Definition - Sell the goods of one or a group of related manufacturers a 

wide variety of customers. 
Characteristics - 

1. Salespeople who represent the manufacturers in selling are called 
manufacturer representatives. 

2. Manufacturer representatives may be employed by a marai^acturer or 
self-employed . 

3. Sell consumer goods for personal use or industrial goods for 
business use. 

4. Part of the manufacturer representative's job can be maintaining 
displays, checking and rotating stock and taking orders. 

5. Manufacturer representatives for industrial goods are usually 
technically trained in specialized fields. 

Examples of manufacturer sales - 

Consumer goods for personal use, i.e.; 

1 . Apparel 

2. Cosmetics 

3. Furniture 

Industrial goods for business use, i.e.: 

4. Grain 

5. Lumber 

6. Cotton 
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